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The American Tobacco Company, 
the National Better Business Bureau 
points out, gives cigarettes a “health 
appeal” in one campaign, and in an- 
other, through a cigar subsidiary, it 
implies that they produce nervous- 
ness. Keeping two campaigns of this 
kind going at the same time is what 
The New Yorker would call “the 
neatest trick of the week.” 

” * * 


Outboard motors are to be equipped 
with electric starters, the advertise- 
ments say. This comes just a year 
too late, for my most embarrassing 
moment in 1929 was when I realized 
that I was going to have to row 
across a four-mile lake with three 
passengers, including a motor which 
had decided to knock off for the after- 
noon. 


* * * 


Gillette safety-razor advertising 
this year will appear in farm papers. 
I’m astonished; doesn’t Mr. Copeland, 
@ Gillette’s advertising manager, know 
that all farmers wear whiskers and 
have hayseed in their hair? 

* * ” 


The coal trade, the boiler manufac- 
turers and the stoker companies are 
getting together to promote better 
methods of coal-burning in domestic 
heating. Have the oil-burners and 
gas-heaters made Old King Coal a 
™ worried old soul? 

* * * 

A. E. Bryson told the Detroit Ad- 
vertising Club last week that much 
ofthe publication selling now going 
on is wasteful of the advertiser’s time 
and the publisher’s money. Evidently 
he thinks that the owner of the av- 
erage drawing-account is no account. 

*” om * 

The radio industry is reported to 
believe that when too much adver- 
tising is included in the broadcasts, 
the receivers may be good but the 
reception is always poor. 

* oe * 

Canada Dry has increased its out- 
put from 1,000,000 bottles in 1923 to 
90,000,000 in 1929. As one of the ad- 
vertising successes of the prohibition 
era, Canada Dry may be assumed to 
feel that, the noble experiment is 
really past the experimental stage. 

* a * 

Ailan Brown, of Bakelite, demands 
to know what the average advertising 
Manager would do if confronted by 
“a world catastrophe.” That's easy, 
Allan; he’d order a double-page 
spread in four colors in 7*he Saturday 
Evening Post. 

* * * 

M. F. Rigby, of Studebaker, ex- 
Plains that he uses in direct-mail ad- 
vertising the system employed by the 
champion Omaha hog-caller, who puts 
appeal as well as power into his pro- 
fessional work. Mr. Rigby is too dip- 
lomatic to admit that most of the so- 
talled human race are swayed by ex- 
actly the same considerations as the 
Public appealed to by the Omaha ex- 
Dert. 


* * * 


William Nelson Taft, of the Retail 
Ledger, is quoted as saying that most 
retail advertising is neither read nor 
believed. Let’s hope that the mem- 
bers of the International Typographi- 
fal Union, at least, haven’t walked 
out on the show. 

* * * 

Fayette R. Plumb, the hardware 
Manufacturer, is reported by Hard- 
ware Age as preparing to appeal to 
the Federal Trade Commission to find 
out where the mail-order houses get 
the Plumb goods they list in their 
Catalogs. At the usual rate of com- 
Mission procedure, Mr. Plumb ought 
to get the answer to his riddle early 
it the spring of 1937. 

Copy Cus. 


FLORIDA FIRST 
TO ADVERTISE 
AS A STATE 


$75,000 Appropriated by the 
Legislature 


Jacksonville, Fla., Feb. 21—(By 
wire)—The advertising campaign 
conducted by the Department of Ag- 
riculture, State of Florida, the first 
and only one of its kind, is coming 
to a successful close. 


The campaign involved an expendi- 
ture of about $75,000, and enough of 
a reaction has resulted to insure that 
another $75,000 will be appropriated 
by July 1, so that the advertising 
can be resumed. 


Recent advertising has been in 
magazines and newspapers, and this 
appears to have been more effective 
than the direct-mail campaign which 
was staged in the early days of the 
state’s experiment. 


Booklets Alone Not Enough 

Possibly such a campaign is not 
adapted to the requirements of suc- 
cessful direct mail. At any event, 
there were comparatively little trace- 
able results attendant on the print- 
ing and distribution of a large num- 
ber of booklets. These would have 
made fine follow-up material and are 
now being successfully used for that 
purpose. 


However, the direct mail advertis- 
ing, if such it could be called, was 
not handled by an agency. It had no 
particular plan and the wonder is, 
according to many experts here, that 
it pulled at all. 


The recent newspaper-magazine ad- 
vertising, on the contrary, actually 
created business. The public in vari- 
ous parts of the country said, “What 
of it?” when a booklet telling about 
the resources of Florida was re- 
‘ceived. But when the same public 
saw an advertisement of luscious 
Florida strawberries in the dead of 
winter, it hurried out to see where 
this delicacy was available. 


Newspapers, therefore, will prob- 
ably be used in the future to carry 
spot news advertisements of what’s 
what and where. 


Both a tourist and agricultural ap- 
peal have been used, and both have 
been successful to a great extent. 


Growers Are Interested 

A line at the bottom of the copy 
has also suggested that ‘‘for informa- 
tion in raising strawberries or other 
crops in Florida, write to the De- 
partment of Agriculture,” and this 
has apparently captured the imagina- 
tion of many residents of the big 
towns of the country, judging from 
the returns. 


The advertising is signed by the 
Department of Agriculture, State of 
Florida, Tallahassee, and the copy 
stated that the» advertising was 
“authorized by the Florida State 
Legislature.” 


This is sufficiently unusual in itself 
to arouse public curiosity and the 
explanatory line has caused a large 
number of inquiries. 

The campaign has been handled in 
recent months by the Jacksonville 
office of Loomis, Bevis & Hall, Inc. 


That a considerable amount of food 
advertising “rivals or surpasses that 
of patent medicines in 
their day—of glory” was 
ghatged by W. Mc- Sgttets, 
Kim Marriott An an ad- —- 
dress before a hospital 
conference held in Chi- 
cago ‘February 17-19, under the 
auspices of\the American Medical 


Association. 
Dr. McKim jis Professor of Pedi- 
atr ashington University 


School of Medicine, St. Louis, and 
physician-in-chief of Children’s Hos- 
pital, of that city. He is also a mem- 
ber of the Committee on Foods of 
the American Medical Association. 
Four Products Accepted 

This committee accepted four 
more products, all manufactured by 
the Quaker Oats Company, of Chi- 
cago, during the week. The products 


Food Copy Rivals 
Patent Medicine 
in Day of Glory? 


are Muffets (Irradiated), Quaker 
Farina (Irradiated), Quaker Puffed 
Rice and Quaker Milk Spaghetti. 

“The food fakir follows closely be- 
hind the nutritional investigator, 
picks out an occasional truth, dis- 
torts it, and broadcasts to the unsus- 
pecting public a tremendous volume 
of misinformation,” said Dr. Mar- 
riott. 

“The advance guard of food fakirs 
and dietary faddists pave the way] 
for a whole army of patent food 
manufacturers, who would fill our 
pantries with health foods, guaran- 
teed to make us fat or thin, as we 
desire, give us vigor, vim and vital- 
ity, to make us beautiful, and to 
keep us from growing old, to give 
us ‘it,’ and to ward off the perils of 
high blood pressure, Bright’s disease, 
acidosis, diabetes and dyspepsia.” 


Jos. H. Bragdon, 
Textile Publisher, 


Dies of Pneumonia 


New York, Feb. 20.—Joseph H. 
Bragdon, publishing director of Tez- 
tile World and associatea publica- 
tions, operated as a division of the 
McGraw-Hill Publishing Company, 
died yesterday of pneumonia after a 
short illness at his home in New 
Rochelle, N. Y. The funeral will be 
held Saturday, with services at the 
home. 1@ 

Mr. Bragdon was 44 years old. He 
was one of the leaders in the business 
publishing field. He was a graduate 
of Yale, and took the business man- 
agement of Teztile Manufacturers’ 
Journal, New York, founded by his 
father, shortly after his graduation. 
Later there was a merger with T'ez- 
tile World, of Boston, of which 
Henry G. Lord was president, under 
the name of Teztile World Journal. 
Later the name was changed to 
Textile World. 

The publication, along with the 
other publications of the Bragdon, 
Lord & Nagle Company, was sold to 
the McGraw-Hill Publishing Com- 
pany two years ago, Mr. Bragdon be- 
coming publishing director of the 
group and a director and member of 
the executive committee of the Mc- 
Graw-Hill Publishing Company. 

He served as president of the As- 
sociated Business Papers, Inc., and 
was active in its affairs for a long 
while. He was particularly interest- 


ed in the work of the National Con- 
ference of Business Paper Editors, 
which became affiliated with the A. 
B. P. during his administration. 


Joseph H. Bragdon 


He was a member of the board of 
governors of the Advertising Fed- 
eration of America. 


Mr. Bragdon was an authority on 
rayon and its development, and 
through Teztile World contributed in 
large measure to the expansion of the 
industry in the United States. He is 
survived by his widow and two chil- 


dren. 


Against Free Publicity for Gillette 


New York, Feb. 21.—Hil Best, president of the Six Point 
League, urged newspapers to turn a deaf ear to demands for 
frée publicity and auxiliary service to aid in distribution and store 
display for the new Gillette razor. 

William A. Thompson, American Newspaper Publishers As- 
sociation, told the League that newspapers are hurting the whole 
field by making exaggerated territorial coverage claims. 


Industrial Expert to Join Agency 
New York, Feb. 21.—B. H. Miller, president of the Technical 
Publicity Association, has resigned as advertising manager of 
the Permutit Company and will head an industrial advertising 


department for the J. Walter Thompson Company. 


AGENCIES GIRD 
TO FIGHT NEW 
TAX MEASURE 


Test Case to Determine Validity 
of State Law 


New York, Feb. 21—About fifty 
local advertising agencies affected by 
the amendment to the corporation tax 
which was passed by the state legis- 
lature in February, 1929, will co-op- 
erate in bringing a test case in the 
New York Supreme Court attacking 
the validity of the measure, it has 
been announced by Arthur Hirshon, 
president of the Arthur Hirshon Com- 
pany, Inc. 

At a recent meeting a committee 
was appointed to handle this matter, 
including Mr. Hirshon; E. D. Hill, of 
the H. K. McCann Company, chair- 
man of the tax committee of the 
American Association of Advertising 
Agencies; G. Ellsworth Harris, Jr., 
the Dauchy Company; Carleton C. 
Provost, Cutajar & Provost, Inc., and 
M. Robert Herman, Andrew Cone 
Agency. 

Though the amendment affects all 
corporations doing business in New 
York state it is particularly hard on 
personal service companies such as 
advertising agencies, in many cases 
increasing the amount of their cor- 


poration taxes several hundred per ~ 


cent. Under the terms of the old 
measure three choices were provided. 
The state collected a minimum tax of 
$10 per year from corporations which 
reported no profits, if the capital 
stock outstanding was $10,000 or less; 
or one dollar for each $1,000 of the 
total capital stock outstanding where 
the rate of 4.5 per cent of the profits 
reported to the federal government 
produced a smaller sum than $10; or 
4.5 per cent of the reported profits 
if the amount exceeded either of the 
above alternatives. 

The amendment gives the state 
tax department the privilege of add- 
ing to the reported profits all salaries 
or other compensation, except divi- 
dends, paid to officers or stockholders 
owning 5 per cent or more of the 
outstanding stock with an exemption 
of only $6,000, and taxing the remain- 
der at 2 per cent, providing this 
amount exceeds 4.5 per cent of the 
profits. 

How Law Would Work 

Under the old law a company re- 
ported to the federal government a 
profit of $10,000, and paid a corpora- 
tion tax of 4.5 per cent of this 
amount, or $450. This company, 
however, pays salaries to officers 
amounting to $50,000 per year, and 
under the new amendment this may 
be added to the profits, making a 
total of $60,000. From this total an 
exemption of only $6,000 is per- 
mitted, leaving $54,000. Two per cent 
of this sum is $1,080, which would be 
the tax paid. 

On the other hand, if a company 
reported profits of $10,000 and total 
salaries to officers of only $12,000, the 
state would collect 4.5 per cent of the 
profits, or $450, rather than 2 per 
cent of the total of the profits and 
salaries minus the $6,000 exemption, 
as this would amount to only $320. 

Thus no corporation will pay less 
taxes than before, and a large num- 
ber of them will pay a much larger 
tax. Because of the fact that most 
advertising agencies pay out a large 
share of their profits in salaries to 
officers the case is one of consider- 
able importance to such concerns do- 
ing business in the state of New 
York. 
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Bambino balked by Patent 
Commissioner’s fast one 


Babe Does Better 
in Underwear Field 
Indianapolis, Feb. 21—The Mc- 


Loughlin Manufacturing Company 
has announced its plans for advertis- 
ing Walter Hagen golf underwear 
and Babe Ruth underwear, as well 
as Dr. Lewis health togs for children. 

The company will use Ladies’ Home 
Journal, Good Housekeeping, Vanity 
Fair, American Boy and American 
Golf. 


John Falkner Arndt & Co. have 
doubled the size of their offices in 
the Lewis Tower, Philadelphia. 


BATTERING BABE 
STRIKES OUT IN 
TRADEMARK CASE 


Ruth Can't Use Own Name on 
Gandy 


Washington, Feb. 20.—It looks as if 
George Herman Ruth will have to 
squeeze a living out of baseball this 
summer. The Babe’s attempt to 
register his own name as a trade- 
mark for candy has been turned down 
by the Patent Office following the op- 
position of the Curtiss Candy Com- 
pany, of Chicago, manufacturer of 
“Baby Ruth” candy bar. 


The evidence established that the 
George H. Ruth Candy Company was 
formed as the result of an arrange- 
ment with the Yankee star, whereby 
he became one of the incorporators 
and vice-president and was to receive 
a royalty on sales of “Ruth’s Home 
Run” candy, which also bore the 
name, “George H. ‘Babe’ Ruth.” 


Distributed Cards 


The First Assistant Commissioner 
remarked that “it is not in evidence 
that he had anything further to do 
with the management, although it 
was testified that he distributed some 
of the company’s business cards.” 

The Commissioner also said that 
“it is in evidence that a good many 
other contracts have been entered 
into by George H. Ruth under which 
his name was to be used in connec- 
tion with various commercial enter- 
prises.” 

The application was denied on the 
ground that the two marks would 
cause confusion to prospective candy 
buyers. 

The Commissioner explained that 
it was not necessary for him to con- 
sider whether or not “Babe” is a 
part of Mr. Ruth’s name. 


The case developed that “Baby 


will keep you 
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Kotex Completes Line 


The Kotex Company, Chi- 
cago, has completed its line 
with the adoption of a sanitary 
belt and apron. The new Kotex 
products will be associated 
with Kotex napkins in the 
most extensive Kotex adver- 
tising campaign in the com- 
pany’s history, which will urge 
unit buying of the three com- 
modities. 


Ruth” was adopted by the Curtiss 
Candy Company 35 or 40 years ago 
because of the popularity of a daugh- 
ter of President Cleveland. 

Baker Loses Case 
Walter Baker & Co. opposed regis- 
tration of “Dot” as a trade-mark by 
the Janszen Company in vain. Baker 
has used “Dot” as a mark for sweet- 
ened chocolate since 1888, but it was 
held that this does not prevent adop- 
tion of the same word in connection 
with coffee, tea, canned vegetables, 
canned fruits and other specified food 
products. 
The Vacuum Oil Company’s famous 
Gargoyle was likewise not to be in- 
fringed by a fanciful creation of Wal- 
ter & Co., which it calls a “griffon.” 
It was held that the trade-mark of 
the Vacuum Oil Company “is sim- 
ilar to an eagle as to the body, though 
the head is quite dissimilar to such 
a bird, while the Griffon simulated 
the head and wings of an eagle, with 
the body, feet and tail of a lion.” 

The Weyenberg Shoe Manufactur- 
ing Company was denied registration 
of a pictorial representagion of an ar- 
row, colored red, carrying the words 
“Red Arrow.” It was held that this 
trade-mark is deceptively similar to 
that of the Hood Rubber Company. 

Over the opposition of the trustees 
for the Arch Preserver Shoe Patents, 
James McCreery & Co. were per- 
mitted to register the notation “Foot 
Preserver.” The dominant character- 
istic of the former’s trade-mark is 
“Arch,” it was ruled. 

“Fashion Row” Admitted 

“Fashion Row” was admitted as a 
trade-mark for clothing sold by The 
Fair, Chicago department store, over 
the opposition of Fashion Park, Inc. 

A pictorial illustration of a bull 
with the notation “Dur-a-Bull” was 
allowed the Central Paint & Roofing 
Co., over the protest of the Duro 
Company. 

An advertisement of the Scholl 
Manufacturing Company was a vital 
bit of evidence in its controversy 
with the Jung Arch Brace Company 
over the ownership of a trade-mark 
consisting of a naked foot within a 
life preserver. 

Priority of use was at issue and 
Scholl offered advertisements from 
two trade papers of March, 1917. 

“While it is true that the mark, to 
be effective, must be used on the ar- 
ticles offered for sale,” said the opin- 
ion, “the advertisements are corrobo- 
rative of the positive testimony.” 


Humor Generous, 
Direct Mail Meet 
at Boston Learns 


Boston, Feb. 20—(By wire)—Too 
many advertisers mistake humor for 
something else, Ben J. Sweetland, 
president of the New York advertis- 
ing agency of that name, told the 
second annual Better Letters Confer- 
ence held here yesterday under the 
auspices of Beta Gamma Sigma, hon- 
orary fraternity of Boston University. 

Mr. Sweetland told the 125 adver- 
tising men not to try to be facetious. 
He quoted a dictionary definition of 
humor to show that it is generous 
and friendly—‘“distinguished from 
wit as less purely intellectual and 
having more sympathy with human 
nature.” 

Humor has nothing to do with 
some of the notes mistakenly inject- 
ed into sales letters by misguided 
advertisers, he said. 

Wilfred B. Wells, president of the 
Wells Advertising Agency, of Boston, 
was general chairman of the confer- 
ence, which attracted advertisers 
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FOOD CENSUS 
IN LOUISVILLE 
IS ANALYZED 


Facts Put Into Booklet Form 
by U.S, 


HD to com from ad room .... .... 
Washington, Feb. 21—Results of 
the Louisville census of food distri- 
bution have been put into booklet 
form as Distribution Cost Study 
No. 6. 


Wroe F. Alderson, chief of the Do- 
mestic Commerce Division, Depart- 
ment of Commerce, summarized the 
survey in these words: 


“One of the major expenses of re- 
tail store operation, the rent item, is 
of much greater significance to small 
retailers than to the larger establish- 
ments. Our study shows that the 
ratio of rent to sales in the smaller 
stores is much higher than the gen- 
eral average but diminishes rapidly 
as the size of the store increases. 


“We find that stores with sales of 
from $25,000 to $50,000 annually are 
paying less than 2 per cent of gross 
sales for rent, while stores whose an- 
nual volume runs less than $5,000 
pay more than 8 per cent. The fig- 
ures confirm previous distribution 
studies, indicating higher ratios of 
cost on several important expense 
items for the smaller establishments. 

Effect of Variety 

“The relation of sales volume to 
the variety of products handled is 
demonstrated in the Louisville study. 
Those retail establishments resem- 
bling a food department store, that 
is, those handling all classes of gro- 


ceries, meats, fresh fruits and vege- 


tables, had an average volume threg 
times that of the stores selling gro 
ceries without the perishables. 

“The possible importance of these 
perishables as a means of trade at 
traction is shown in that they rep. 
resented slightly more than one-third 
of total sales. 

“What the people of Louisville ate, 
drank and smoked in 1928 is revealed 
in the study. In point of value, meat 
was the leading food consumed with 
a per capita value of $27.27. Next 
was poultry and dairy products, 
which amounted to $17.57 per person, 

Milk Leading Item 

“The leading item of food con- 
sumed was milk, the per capita ex- 
penditures for this commodity being 
$10.83. The per capita consumption 
of other foods, as revealed in the 
study, showed that $14.87 was spent 
for canned and bottled goods, $10.92 
for bakery goods, $8.88 for vegetables, 
$4.96 for fruits and nuts, $4 for candy 
and other confectionery, $3.90 for soft 
drinks, $3.77 for ice cream, and $1.24 
for sea foods. 

“Grocery and delicatessen stores 
were the outlets for 59 per cent of 
the food sold. With the exception of 
prepared meals and lunches, ice 
cream, and confectionery, these stores 
were the principal outlets for all 
foods. Of the remaining 41 per cent 
of the food distributed, specialty food 
shops, prepared meal outlets, and re. 
freshment outlets accounted for the 
bulk of the sales. 

One-fourth on Credit 

“Approximately one-fourth of the 
groceries were sold on a credit basis. 
However, for those stores offering 
credit facilities approximately two- 
thirds of the Louisville grocery busi- 
ness was on this basis. 

“The channels through which this 
food passed, the expenses entailed in 
each type of store, labor costs, the 
size of inventories and stock turn- 
over, in other words, a comprehen- 
sive analysis of the wholesale, broker- 
age, and retail operations involved in 
the distribution of food products is 
made available in the report of this 
survey.” 


New York, Feb. 21—Figures com- 
piled by National Advertising Rec- 
ords show that advertising expendi- 
tures are running ahead of the first 
two months of 1929. For the first 
two months of this year 3,309 adver- 
tisers spent $16,808,000 in 11 stand- 
ard magazines, 22 flat magazines, 16 
women’s magazines, 25 general and 
class magazines, and 15 weekly mag- 
azines. The corresponding figure for 
1929 was $15,568,000. 

In the farm field, 496 advertisers 
spent $2,077,000 in six national farm 


1930 Advertising Is 
Ahead of a Year Ago 


papers, compared with $2,208,000 for 
the first two months of 1929. 

Expenditures have been reduced, 
as far as general magazines are con- 
cerned, by the automotive industry, 
cigars and cigarettes, clothing and 
dry goods; shoes, trunks and bags; 
stationery and books. 

Increased advertising is being done 
by manufacturers of building mate 
rials, confectionery and soft drinks, 
foods and beverages, house furniture 
and furnishings, lubricants and gaso- 
line, travel and amusement, and 4 
number of others. 


acterized cigar consumption for 
1929, when more than 7,300,000 
16 to 1 for cigarettes, however. 


Cigarette Advertising Has Helped Cigars 
Washington, Feb. 21—The downward trend which has char- 


the last decade was reversed in 
cigars were sold. The ratio is 


Portland Secretary 


Resigns to Marry 
Portland, Ore., Feb. 21.—Miss Anne 
P. Keil has presented her resignation 
as executive secretary of the Adver- 
tising Club of Portland, effective 
June 30. 
Miss Keil will become Mrs. H. B. 
Robinson on July 1. 


Coast Agency Merged 

The C. A. Horne Company, adver- 
tising agency of San Francisco, has 
been absorbed by Albert Frank & 
Co., New York. C. A. Horne will be 
associated with E. E. Albertson in 
the management’ of Frank’s San 
Francisco office. 


G. E. Promotes Jenkins 

H. Johnstone Jenkins, formerly in 
the executive offices of the electric 
refrigerator department of the Gen- 
eral Electric Company at Cleveland, 
has been appointed sales manager for 
New England with headquarters at 


from all parts of the country. 


Boston. 


“Mid-South Merchant” 


Changes Name 

The Mid-South Merchant, Memphis, 

which covers the field of southern 

merchandising, industry and finance, 

has changed its name to The South's 
Business. 


Butter Maker to Advertiser 

The Falfurrias Creamery Company, 
Falfurrias, Texas, butter producel, 
will advertise this year for the first 
time. The advertising will be di: 
rected by the Lewis Advertising 
Agency, San Antonio. 


Gets Concrete Account 

The Universal Concrete Pipe Com 
pany, New Martinsville, W. Va., has 
appointed McAdam Advertising, In¢» 
Wheeling. Direct mail will be used. 


Innovation in Cigarette 
Marlboro cigarettes with ivory tips 
will soon be put on the market Dy 


Philip Morris & Co., New York. 
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February 22, 1930 


ADVERTISING AGE 


Cowan Describes 
Tests to Measure 
Advertising Results 


Measurement of the results of ad- 
vertising, Donald R. G. Cowan, of the 
commercial research department of 
Swift & Co., Chicago, told the Na- 
tional Association of Teachers of 
Marketing and Advertising at its re- 
cent meeting in Washington indi- 
cates that it is fairly simple for a 
new company to create a limited de- 
mand for its products. 

The ability of the copy-writer 
meets its highest test in the case of 
a commodity which already has 
fairly large sales, he said. The law 
of diminishing returns begins to 
make itself felt in such a case. 

Mr. Cowan illustrated this law as 
follows: 

“A railway locomotive is slow in 
starting. At first, opening the 
throttle a notch brings only a 
small increase in speed. Each suc- 
ceeding notch brings a more rapid 
increase in momentum for a time— 
but only for a time. At length, a 
speed is reached after which suc- 
ceeding notches bring a smaller in- 
crease in Momentum. 

“The curve describing the relation- 
ship between the effort and the speed 
is a common one in the physical 
world. But it has been shown that 
it also belongs in the field of human 
endeavor and psychological reaction, 
although the first slow increase in 
the curve is not always discernible.” 

Density Is Important 

Mr. Cowan explained that since 
magazine advertising enters different 
sales areas in different amounts, the 
sales should correspond to the den- 
sity of the circulation of the maga- 
zine carrying it. 

“One general magazine has carried 
a large amount of Chevrolet adver- 
tlsing,” he said, “and this fact pro- 
vided a good opportunity to discover 
the effect of the advertising. Ac- 
cordingly, the magazine’s circulation 
per 100 persons for each county area 
was made up and the relationship to 
Chevrolet registrations per 1,000 peo- 
ple was tested for a group of coun- 
ties chosen at random. 

“Where there are practically no 
sales of the magazine, the average 
registration of Chevrolet automobiles 
is about 6.0 per 1,000 people. Where 
there are 10 magazines per 100 peo- 
ple, there are normally about 13.5 


registrations per 1,000 people. Where 
there are 20 magazines the normal 
number of car registrations is about 
25.0 per 1,000 people. 

“Up to this point, there have been 
increases in results from the adver- 
tising. But here the law of dimin- 
ishing returns begins to take effect. 
When there are 3v magazines per 
1,000 people, the normal number of 
registrations is 35.5 per 1,000. That 
is, the rate of increase has begun to 
decline, just as a locomotive slows 
down when it strikes a grade. 

Rate of Increase Slower 

“This continues until when 100 
copies of the magazine reach 100 peo- 
ple the normal number of registra- 
tions is 72.0 per 1,000. This means 
that the rate of increase in registra- 
tions has dropped from 11.5 to 3.0 
per 1,000.” 

Mr. Cowan named the following 
eight factors as helpful in determin- 
ing the market for a product: num- 
ber of income tax returns per 100 
people; average income per return; 
per cent children in school 16-18 
years; per cent illiterate; per cent 
negro; per cent foreign born; density 
of population; per cent urban popu- 
lation. 

Certain companies are co-ordinat- 
ing their advertising effort with the 
market potentialities as revealed by 
these indices. Since there are wide 
variations in magazine sales which 
do not correspond to market poten- 
tialities, however, local advertising 
is needed to fill the gaps. 

“The conclusion “must not be 
reached, however, said Mr. Cowan, 
“that the only future for local adver- 
tising is to supplement national cov- 
erage. Many effective campaigns 
have been based exclusively on news- 
papers and outdoor advertising. 

“Recently, a study was made of 
the effect of distributing coupons 
from door to door upon the sales of 
three products of general household 
use. A bearer of a coupon is entitled 
to a free sample of the article when 
he or she buys another specified arti- 
cle from the local retailer. 

“The consumer acceptance and sales 
of Product I were already well estab- 
lished when couponing was under- 
taken and the results of the effort 
were not apparent except in a few 


GROSS RELATIONSHIP BETWEEN CIRCULA- 
TION OF ONE MAGAZINE AND CHEV.- 
ROLET REGISTRATIONS 
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Circulation of one magazine per 1,000 people 
On this chart each dot represents a county, with the height of 


the dot showing 1927 Chevrolet registrations per 1,000 people. 


The 


dot’s distance from the left represents the circulation of one general 
magazine per 1,000 people in the same area. 

The average number of registrations for each group of counties 
having about the same magazine circulation was obtained and the 
heavy line on the chart was drawn through the averages in order to 


show the tendency more clearly. 


LR 


areas. Variation in the sales of 
Product I] showed a measurable de- 
pendence upon variations in its cou- 
poning in corresponding areas. Prod- 
uct Ill, a new product having low 
sales, showed a decided response to 
the couponing. 

“A similar study was made of the 
effect of outdoor advertising upon 
the sales of Product XXX—a com- 
modity consumed by almost all per- 
sons in varying quantities. In this 
instance, the amount of space used 
in each area was not available and 
the expenditure in dollars had to be 
used. The number of dollars spent 
per 1,000 people for local advertising 
in 70 sales areas in 1925, 1926 and 
1927 was worked out and charted 
with the corresponding increases or 
decreases in Product XXX sales. It 
is reasonable to expect that if out- 
door advertising was effectively done, 
the increases or decreases in sales 
should tend to occur in proportion to 
the expenditure of dollars per 1,000 
people. 

“It has been suggested that out- 
door or any other kind of advertis- 
ing may be undertaken as a defen- 
sive measure and may serve this pur- 
pose effectively even when no sales 
increases are shown. This situation 
is an element in almost every adver- 
tising campaign. Every sales execu- 
tive wishes to hold the gains that 
have been made. 

“The method, however, is not open 
to criticism on this point. If sales 
are declining, the effectiveness of a 
certain kind of defensive advertising 
will be shown by larger decreases in 
the areas untouched by the advertis- 
ing, smaller decreases where the ad- 
vertising is applied in moderate 
amounts and the smallest decreases 
(or perhaps some increases) where 
the advertising is used to the great- 
est extent. 

“Under one circumstance this 
method of measuring advertising 
effect might fail. The effect of dif- 
ferent amounts of a given kind of 
advertising might be counterbalanced 
in every area by corresponding pro- 
portionate expenditures of effort by 
all competitors combined. While theo- 
retically possible, the chance of this 
condition arising as a hindrance to 
the method’s application is very re- 
mote.” 


Christie Heads 


Canadian Publishers 
Toronto, Feb. 20.—A. Stanley 
Christie, president of National Busi- 
ness Publications, Montreal, was 
elected president of the Canadian 
Business Publishers’ Association at 
the annual meeting. 

Vice-presidents are A. M. Fisher, 
Fisher Publishing Company, Toronto; 
L. J. Jackson, Jackson Publications, 
Winnipeg, and E. J. Holliday, Holli- 
day Publications, Montreal. 

Gordon C. Keith, of the Keith Pub- 
lishing Company, Toronto, is secre- 
tary-treasurer, and the following are 
directors: D. B. Gillies, William J. 
Bryans, William Hewitt, R. H. Bedell, 
R. A. Whittemore and Alfred Uren. 


Dunn & McCarthy 
Have 174 Shoe Sizes 


Auburn, N. Y., Feb. 20.—With 
many shoe manufacturers reducing 
the number of sizes in line with the 
simplification program of the Depart- 
ment of Commerce, Dunn & McCar- 
thy, Inc., manufacturer of Enna Jet- 
tick shoes, is announcing a contrary 
policy. 

Trade advertising of the company 
is telling retailers that the number 
of sizes has been increased from 165 
to 174 to make it possible to fit any 
foot. 


Advertising Man Wins 


Bridge Tournament 
New York, Feb. 20.—Richard L. 
Frey, youthful vice-president of the 
Herald Advertising Agency, New 
York, teamed with Goeffrey Mott- 
Smith, won the Julian Goldman 
trophy in the finals of the Eastern 
bridge championships at the Hotel 
Delmonico. 


Two More for Tuthill 


The Wilcolator Company, Newark, 
has appointed the Tuthill Advertis- 
ing Agency, New York, to direct ad- 
vertising for all of its products, in- 
cluding the Aqualator humidifier. 

The same agency has been ap- 
pointed by the Orange Screen Com- 
pany, Maplewood, N. J., manufactur- 
ers of screens and radiator and porch 


enclosures. 


SPECIFICATIONS 
TO BE INCLUDED 
ON THE LABEL 


U. §. Backs Revolutionary 
Sales Plan 


Washington, Feb. 20.—Merchan- 
dising of staple products in the 
United States will be revolutionized 
if a plan now being discussed in sev- 
eral industries is generally adopted. 
Under this proposal, manufacturers 
of refrigerators, bed blankets and 
sheets will adopt standard specifica- 
tions, which will be made known to 
the prospective buyer at the moment 
she is weighing the advantages of 
competing products. This will be 
done by the use of labels or name 
plates. 


The plan was described in detail by 
Faith M. Williams, senior economist 
in the Bureau of Home Economics, 
Department of Agriculture. To indi- 
cate the need for specifications which 
will give the housewife facts on 
which to base her buying, Miss Wil- 
liams described tests on bed sheets. 
Nine samples of sheeting were pro- 
vided, the price tags being removed. 
The sheet with the highest labora- 
tory rating was placed fourth on the 
housewives’ list. The same test was 
tried with saleswomen, who placed 
the best sheet seventh in the list. 


Want. Specifications 

“The housewife is asking that 
standard specifications be developed 
in such a way that purchases of 
staple goods may be made on a scien- 
tific basis,” said Miss Williams. “To 
this end the Bureau of Home Eco- 
nomics has been co-operating with 
the American Home Economics Asso- 
ciation and manufacturers under the 
auspices of the American Standards 
Association in developing more sat- 
isfactory labels for different grades 
of refrigerators, bed blankets and 
sheets. 

“If the labels are to be satisfac- 
tory, they must be based on accurate 
specifications for different grades. 
Conferences are being held to deter- 
mine what data should be included 
on the name-plate of refrigerators. 
Dr. Louise Stanley is chairman of 
this committee. 

“Consumers are asking that the 
name-plate include information in re- 
gard to the total storage capacity of 
the refrigerator, its shelf area, the 
temperature which it will maintain 
under standard conditions and the 
amount of ice, electricity or gas re- 
quired to maintain that temperature. 
The consumer also wants data on the 
durability of the construction. 


Available Data Assembled 

“The Ladies’ Home Journal has as- 
sembled the information now avail- 
able on refrigerators in a leaflet. 
While this will be helpful, a really 
satisfactory method of purchase can- 
not be developed until standards are 
formulated and the purchaser is 
given a definite guide in a name- 
plate.” 

As for such staples as sheets, Miss 
Williams outlined the following plan: 

“Let us say that a housewife has 
used a sheet of a certain brand. She 
intends to buy more, but the retailer 
submits a new sheet with which she 
is unfamiliar at a lower price. 

“She wants to take advantage of 
the economy. If she finds on both 
sheets labels describing tensile 
strength, thread count, weight per 
square yard and percentage of sizing, 
she can tell which will be the best 
purchase from the viewpoint of her 
needs. — 


Data on Blankets 

“In regard to bed blankets, the 
consumer is asking that size, fiber 
composition, tensile strength of warp 
and filling, weight per square yard 
and warmth value, expressed in 
terms of heat conductivity and air 
permeability, be indicated on the 
label.” 

The Bureau of Home Economics, 
Miss Williams said, plans to carry 
on research work in other types of 
household equipment. 


Sloane Picks 
Rotogravure for 
Spring Drive 


New York, Feb. 21—With its re- 
lease dates scientifically staggered to 
coincide with the varying dates of 
the arrival of spring in different 
parts of the country, W. & J. Sloane 
will stage a big-space campaign in 
Sunday rotogravure sections for lino- 
leum and felt-base. 

This carefully integrated plan con- 
sists of large-space rotogravure ad- 
vertisements featuring twenty pat- 
terns in six grades. All of these pat- 
terns are stocked by distributors in 
each city so that speedy service can 
be rendered on original sales as well 
as on fill-ins. This service will en- 
able dealers to increase their sales 
volume and keep inventories low. 

The schedule has been planned to 
break when local demand is heaviest. 
Sloane’s campaign will reach consum- 
ers when they are in the mood to 
buy linoleum, conscious that they 
need to replace worn floors at house- 
cleaning season, require new floors 
at moving time, or as in the case of 
brides, when they are planning new 
homes. The first advertisement will 
appear on the Pacific Coast March 30, 
while the last one for the Middle 
West will be June 1. 

The spring series will feature a 
spic and span modern kitchen, a 
charming bedroom, a year-round sun- 
room, a gracious Colonial foyer, and 
a cozy breakfast-nook and kitchen. 

“More than 18,239,745 people live, 
work, and buy in the rich territories 
covered by this campaign,” the com- 
pany said. 


Psychology of 
Advertising Men 
Baffles Editor 


Los Angeles, Feb. 21—J. J. Mess- 
ler, chairman of the committee in 
charge of “The Blue Pencil,” voice of 
the Advertising Club of Los Angeles, 
has discovered that even a gathering 
of advertising men can present a per- 
plexing study in psychology. And 
while Mr. Messler has relieved him- 
self by giving members a _ verbal 
spanking, he is still wondering just 
how and why they get that way. 

“Last Tuesday we were pretty bad,” 
said Mr. Messler, as a starter. “We 
wouldn’t laugh at Bert Butterworth’s 
wise cracks (which were funny), we 
wouldn't sing for Hugo, we responded 
with all the enthusiasm of a dead fish 
to the introductions, and we were im- 
polite about paying attention to one 
of the finest speakers we ever get a 
chance to hear. We oughta have our 
pants kicked! So, to begin with, I’m 
mad at ‘us.’ 

“It's a quirk of mob-psychology. 
No one knows why audiences get like 
that. But all public speakers are 
aware of the hazard. And _ that 
brings me to my second peeve. 

“Bert Butterworth, skilled speaker, 
announcer and master of ceremonies 
that he is, should have known better 
than to get sarcastic with his audi- 


ence. His snipe-shooting didn’t help 
a bit. So Bert’s pants should be 
kicked, too. 


“And I think we should all be sent 
to bed without our milk and crack- 
ers. And I also think my pants 
should be kicked for mentioning it! 
So much for that.” 


Lee Is Banquet Speaker 

Ivy Lee, of New York was the 
principal speaker at the annual ban- 
quet of the Advertising Club of Bal- 
timore at the Lord Baltimore Hotel 
February 15. Governor Ritchie of 
Maryland also spoke. 


Directs Cutlery Advertising 

B. S. Mitchell has been made ad- 
vertising manager of the Samson- 
United Corporation, Rochester, man- 
ufacturers of kitchen tools, steel cut- 
lery and electrical appliances. 


Will Sell Radio Tubes 

R. E. Smiley, who has had wide 
experience in the radio field with 
Bremer-Tully and Atwater Kent, has 
become sales manager of the Ken-: 


Rad Tube Co., Owensboro, Ky. 
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Field’s Invites the Public 


One of the most interesting an- 
nouncements which have appeared in 
the financial pages in a long while 
described the plan by means of which 
Marshall Field & Co. will offer a mi- 
nority stock interest to the public. The 
Chicago house, whose prestige in the 
retail field is closely matched by its 
leadership in merchandising as a 
manufacturer and jobber, is following 
a plan which has been much in vogue 
during the past few years. Its of- 
fering at this time demonstrates that 
the idea has more to commend it 
than an opportunity to participate in 
bull-market profits. 

Marshall Field & Co. enjoy public 
good-will built up over seventy years 
of retailing in one community. 
Through its wholesale house it has 
influenced retailers in their methods 
and merchandise to an equally large 
degree. Now it is meeting changes 
in conditions by a policy of decentral- 
ization, to the extent indicated by 
the establishment of branch stores in 
Chicago suburbs, and by the purchase 
of going establishments in other near- 
by communities. Through the Mer- 


chandise Mart, where in the largest 


building in the world will be housed 
the lines of many manufacturers sold 
to retailers, it will exercise a power- 
ful influence in the field of general 
distribution. 

A stock offering to the public, while 
it should be considered primarily as 
part of a sound financing operation, 
also has definite advantages of a pol- 
icy character. Those who have done 
business with Field's, either as con- 
sumers or as merchants, are now to 
have an opportunity to participate 
in its profits. Without undue pres- 
sure, this factor will undoubtedly con- 
tribute substantially to the business. 
At the same time, the distribution of 
stock will not affect the control of 
the company, which will remain in 
the hands of the same group as here- 
tofore. 

Marshall Field, the founder of the 
house, was credited with having or- 
iginated the aphorism, “The custom- 
er is always right.” That statement 
implied that the customer was on the 
other side of the counter from the 
merchant. The new financial policy 
is going to bring many of the cus- 
tomers back of the counter. 


Gillette Sees the New-Style Farmer 


In the February 15 issue of ADvER- 
TISING AGE, the detailed plan of the 
Gillette Safety Razor Company for 
its 1930 advertising, which will fea- 
ture a new-model razor, was pre- 
sented. Those who noted the me- 
diums to be employed in the cam- 
paign were probably struck by the 
fact that eight leading farm papers 
will be used. This item would have 
given the newspaper paragraphers a 
lot of material for quips just a few 
years ago. 

Today most manufacturers visual- 
ize the farmer as entirely unlike the 
somewhat unkempt individuals who 
usually appear on the stage and in 
comic drawings disguised as ‘farm- 
ers.” The modern farmer owns a car 
and drives to town frequently. He 
wears good clothes when off the job, 
and goes to the movies, where his 
womenfolk get a glimpse of what is 
being worn in Hollywood and New 
York. 


The recent publication in ADVERTIs- 


ING AGE of a report showing that 
farm women travel an average of 
more than thirteen miles for their 
dress clothes, and farm men almost 
as far, is a graphic indication that 
the modern store in the county seat 
is now the chief source of supply of 
the farm family’s wearing apparel. 
In other words, the well-to-do farmer, 
as far as living modes and conditions 
are concerned, is just like the city 
man. 

Probably the farmer doesn’t shave 
every day, as most of the white-col- 
lared gentry in the metropolitan areas 
do, but on the other hand there are 
plenty of wage-earners and others 
reached by advertising directed at 
city people who likewise shave only 
on special occasions. Certainly the 
farmer dresses up for special activi- 
ties, and for his frequent trips to 
town, and will use the safety razor in 
his preparations for these events. 

Gillette seems to have visualized 
these conditions more clearly than 
some other advertisers. 


Copy as a Market Developer 


When one mentions market de- 
velopment, the suggestion is of bulky 
volumes of statistics, reports of field 
surveys and tabulations of question- 
naires. All of these are valuable in 
enabling market conditions and pos- 
sibilities to be clearly defined, and 
form a basis for sales and advertis- 
ing efforts intended to develop po- 
tential business. 

It should not be forgotten, however, 
that many markets depend primarily 
on states of mind, and that advertis- 
ing, more than any other one fac- 
tor, helps to establish these mental 
conditions. The success of the “hali- 
tosis” appeal in Listerine advertising 


he is advertising. 


The economic adviser of 


statistics. 


is probably the most striking example 
of what the copy-writer can do to 
create new markets for the product 


the 
League of Nations has pointed out 
that, with increased world prosperity, 
most of the expenditures of the in- 
dividual will be optional, and there- 
fore can be influenced by advertising. 
That is going to put it right up to 
the copy-writer to do the marketing 
job—aided only to a slight extent by 


These facts seem particularly im- 
portant in view of the vast amount 
of truly pifffing copy appearing in 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through AvEeRTISING AGE. 


21. The Hospital Field. 

An interesting analysis of the big 
hospital field and how to reach it. 
This eight-page folder indicates that 
none of the existing publications has 
complete coverage of the buying 
power of the field and that it is nec- 
essary to use two or more papers to 
do a good job. Published by Hos- 
pital Management, Chicago. 


36. The Akronaria 
A compendium of useful informa- 
tion about the trading area centering 
in Akron. Published monthly for 
national and local advertisers by The 
Times Press, Akron. 


37. Style in Modern Advertising 

A booklet discussing the origin of 
the “New American Tempo” and the 
eeciinnitahen problems that have 
arisen in connection with the grow- 
ing importance of style. It describes 
this agency’s newly organized Divi- 
sion of Style Service, which is con- 
cerned with both the style of adver- 
tising and the style of the product 
advertised. Published by lLyddon, 
Hanford & Kimball, Inc., New York. 


38. The Story of the Service Man 
Drawing a picture of the average 
radio service man by means of the 
tabulated returns from a question- 
naire inquiring as to his qualifica- 
tions and activities. According to the 
publishers, Radio-Craft, New York, 
the service man is the only authori- 
tative local spokesman of the radio 
industry. 


39. Motor Truck Transport of Live 
Stock 

A folder stating the advantages of 
shipping live stock by motor truck 
and giving figures on the rapid 
growth of this means of transporta- 
tion. Published by the Corn Belt 
Farm Dailies, Chicago. 


40. Tabulation of 1929 Questionnaire 
Answers to a questionnaire re- 
turned by 15,000 country and village 
subscribers, giving facts concerning 
the family itself, its housekeeping 
practices, purchases contemplated and 
buying preferences, the latter being 
indicated by trade names of approxi- 
mately 70 different kinds of products. 
The returns are classified by country 
homes, towns under 10,000 and towns 
over 10,000. Published by People’s 
Popular Monthly, Des Moines, Iowa. 


41. The Aviation Industry and Its 
Market 
A history of what has been accom- 
plished to date in developing the 
aviation industry, a consideration of 
its present sales problems and an 
analysis of the market for planes and 
air travel. The subjects are compre- 
hensively treated in a book of 42 
pages, and a wealth of statistics and 
charts are included. Published by 
the Crowell Publishing Company, 
New York. 


42. The Rich Markets of Northeast- 
ern Ohio 

This booklet declares that the true 
Cleveland market lies within a ra- 
dius of not more than 35 miles from 
the business center of the city, in- 
stead of from 40 to 200 miles, as has 
been claimed, and supports the asser- 
tion with abundant evidence in the 
form of opinions of marketing au- 
thorities and data gathered by inde- 
pendent survey. Includes a study of 
the other smaller but distinct trading 
areas of northeastern Ohio with their 
key cities. Published by The Cleve- 
land Press, Cleveland. 


43. These Merchandising Changes 

A history of the change-making 
forces active in merchandising during 
the past fifty years and a discussion of 
the part national magazine advertis- 
ing has played in helping manufac- 
turers to meet and capitalize new 
merchandising methods and trends. 
Published by the research department 
of the Crowell Publishing Company, 


high-priced advertising space. 


February 22, 1930 
——_____ ] 


CIRCULATION 


“Well, I never figgered that guy for a Harper's! 


From the New Yorker 


‘i 


The Circulation of 
Outdoor Advertising 


To the Editor: S. E. Conybeare, of 
the Armstrong Cork Company, was 
quite right in saying in ADVERTISING 
AGE that it is difficult “to compare a 
traffic count of circulation with mag- 
azine subscriptions.” 

Let us assume that Mrs. Jones is a 
subscriber to a magazine containing 
an Armstrong linoleum advertise- 
ment—but that does not help to sell 
a single Armstrong product until 
she opens the magazine to the page 
on which the advertisement appears. 

Obviously, what the advertiser is 
buying is not merely the printing of 
his sales message, but the publicity 
that it receives. The advertisement 
becomes publicity only when the mag- 
azine page is opened, and it ceases to 
be publicity the instant the page is 
closed. 

When Mrs. Jones passes a poster 
panel or painted bulletin, regardless 
of the day of the week or the hour 
of the day, that sales message is open 
to her. It is always open—never 
closed up. 

As the number of pages in a pub- 
lication increases and the time for 
reading diminishes, the percentage of 
“circulation” that becomes “‘publicity- 
received” drops. 

As the number of poster panels per 
location is reduced—as it is being re- 
duced by all standard outdoor adver- 
tising companies—and as the angle of 
visibility is improved, which is also 
part of the program of these com- 
panies—the percentage of ‘“‘traffic 
count” which becomes “publicity-re- 
ceived” grows larger. 

How great this percentage is is 
shown by the experience of a large 
manufacturer of toilet soap, whose 
poster bore a picture of a young 
mother holding her child. Inadvert- 
ently, the wedding ring was omitted 
from her finger. In a few weeks 
thousands of letters had been re- 
ceived calling attention to this 
trifling error. If thousands looked 
closely enough to note the absence 
of the ring, and took the trouble to 
write about it, how many millions 
must have seen and been influenced 
by the poster as a whole! 

A milk company, which recently 
had a Christmas poster of great 
beauty on display for one month in 
Metropolitan New York, received 6,- 
000 telephone calls, letters and inquir- 
ies, asking for reproductions of the 


New York. 


poster. 


Voice of the Advertiser 


Of course not all of the traffic pass- 
ing an outdoor display actually sees 
it, but when the total of traffic pass- 
ing the various panels of a represen- 
tative showing is equal to three times 
the population of the city, only a 
small percentage of that traffic is nec- 
essary to insure tremendous public- 
ity value. 

The advertiser, who has been look- 
ing at his advertising merely in 
terms of publication circulation, finds 
it hard to readjust his perspective to 
visualize the enormous circulation ob- 
tained by placing his sales story out- 
doors. 

BENJAMIN ESHLEMAN, 
General Outdoor Adv. Co., New York. 
* * * 


The Circulation Manager— 
To the Editor: We are very much 
impressed with your publication and 
are enclosing check for subscription. 
In order to keep our files complete, 
may we ask that Nos. 1, 2, 3 and 4 
be sent us. 
Joun W. Batscny, 
Mer., Knapp Adv. Co., Tulsa, Okla. 
* * * 


—Says That Something 
To the Editor: I am enclosing $1 
for a year’s subscription to Advertis- 
ing Age. Please send all back issues. 
JoHN LEE MARIN, 
New York. 


x * 


—Has Got to Be Done 
To the Editor: Enter my subscrip- 
tion for one year. If possible, start 
with the first issue by sending back 
numbers. Henry W. Cox, 
G. Schirmer, Inc., Brooklyn. 
* * * 


—About This 
To the Editor: We enclose ordef 
for one year’s subscription. This is 
to start with Volume 1, Number 1. 
HARDWARE & METAL, 
MacLean Pub. Co., Toronto. 
* LJ * 


“Advertising Age” i 
Y.M.C. A. Sas, Work 


To the Editor: Kindly furnish mé 
with 18 copies of the current issue of 
ADVERTISING AGE and the same nul 
ber of every issue for the next ten 
weeks. 

I want to use your paper in my 
advertising class at the Y. M. C. A. 

H. E. Erickson, 
Vice-Pres., Sellers Service, Inc. 


* 


Chicago. 
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SAYS CHAINS 
WILL CONTINUE 
~ TO DOMINATE 


No Competitive System Has 
Equal Advantages 


New York, Feb. 21.—Co-operative 
retail buying associations in the food 
and drug fields can survive only by 
improving the merchandising ability 
of their members, Wilford L. White, 
professor of business administration 
at the University of Iowa, told the 
National Association of Teachers of 
Marketing and Advertising at its 
Washington meeting. 


The saving made by co-operative 
buying is not sufficient to enable such 
retailers to meet the competition of 
chains and contract wholesalers, 
who buy just as cheaply and are 
more efficient in retail selling, Profes- 
sor White asserted. 


Limitations of Co-operatives 


“It is obvious that consumer goods 
which are commonly sold by produc- 
ers direct to retailers cannot be dis- 
tributed through any wholesale enter- 
prise,” he said. “Further, co-opera- 
tive associations cannot distribute, in 
quantity, such perishable goods as 
fresh vegetables, meats, yeast, candy 
and crackers. Neither can they com- 
monly handle style goods, such as 
jewelry, hosiery, shoes, or men’s or 
women’s style clothing; nor specialty 
items, including many household elec- 
tric appliances, household aluminum 
ware, sporting goods, paints and 
varnishes. Finally, heavy or expen- 
sive purchases such as automobiles 
and heavy household equipment are 
not commonly sold through any type 
of wholesale distributor. 


“Co-operative associations are not 
in a position to act as satisfactory ex- 
dusive agencies and, therefore, are 
not desirable distributors for mer- 
chandise commonly sold under such 
a plan. 


“As to geographical limitation, co- 
operative retail buying associations 
can be economically located only in 
cities of more than 200,000 population 
for the drug trade and 50,000 for the 
grocery trade. In these cities, the 
number of retailers who are mem- 
bers of one co-operative association 
will seldom equal more than 50 per 
cent of the total number of retailers 
operating in the city. The whole- 
sale drug houses of all types located 
in such cities would serve a popula- 
tion of less than 45,000,000, while 
those in the grocery trade would 
teach less than 55,000,000, both out 
of a total population of 113,000,000 
in 1925. 

“For that merchandise not exclud- 
ed and in those territories not elimi- 
nated, co-operative retail buying as- 
sociations find their legitimate field 
and are in a position to effect econ- 
omy in distribution. 


Chain Versus Chain 


“The future of co-operative retail buy- 
ing associations rests directly upon 
the future of the independent or unit 
tetailer. Chain stores now handle 
over 10 per cent of the retail drug 
trade and almost 40 per cent of the 
tetail grocery trade, and there is no 
Treason to believe that they have ex- 
Panded to their greatest extent. 


“There are localities such as Bos- 
ton, Cincinnati, Cleveland, Jersey 
City, and Norfolk, in which the com- 
Petition in the grocery field is not only 
between independent and chain stores 
but also between different chains. 
While these communities present a 
talanced ratio between the two meth- 
ods of retail distribution, the country 
at large continues to produce an in- 
(easing number of new chain stores. 


“From a competitive point of view, 
there are the co-operative retail buy- 
ig associations on the one hand and 
the chain stores on the other, with 
the contract wholesalers mid-way be- 
Ween. The chain system and the 
‘ntract wholesaler system, with a 


ntralized organization, can buy at 


ey * 


ADVERTISING AGE 


NUMBER AND YEAR OF 
ESTABLISHMENT OF ALL THE 
BRANCHES IN ATLANTA 


191 opened in the year 1929 
175 opened in the year 1928 
158 opened in the year 1927 
155 opened in the year 1926 
71 opened in the year 1925 
51 opened in the year 1924 
48 opened in the year 1923 
47 opened in the year 1922 
46 opened in the year 1921 
36 opened in the year 1920 
23 opened in the year 1919 
23 opened in the year 1918 
27 opened in the year 1917 
29 opened in the year 1916 
15 opened in the year 1915 
23 opened in the year 1914 
6 opened in the year 1913 
20 opened in the year 1912 
26 opened in the year 1911 
12 opened in the year 1910 
6 opened in the year 1909 
7 opened in the year 1908 
20 opened in the year 1907 
17 opened in the year 1906 
3 opened in the year 1905 
3 opened in the year 1904 
85 have been in Atlanta 
27 years or longer 


1,323 Total 


RESULTS OF ATLANTA CAMPAIGN 


"a 


ACCELERATION 
WITH ADVERTISING 
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ACCELERATION 
WITH INDUSTRIAL 
BUREAU ALONE 
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slightly lower wholesale prices from 
the manufacturer than can the de- 
centralized contract wholesaler and 
the co-operative retail buying associa- 
tion. Both the chain system and 
the contract wholesaler system have 
a greater opportunity to reduce 
wholesale and retail expenses than 
does the co-operative. 


“Although neither the chain nor 
the co-operative earns a wholesale 
profit as such, the former presumably 
earns a return on its capital invested 
in the wholesaling end of the busi- 
ness and on its managerial ability. 
The members of co-operative retail 
buying associations receive some in- 
terest on their investment and them- 
selves earn the profit of the whole- 
saler they displace. Such profit is 
earned by the retailer and not the 
consumer and, therefore, should not 
be passed on to the latter. 


“The contract wholesaler, on the 
other hand, must earn a reasonable 
profit upon his capital invested and 
in proportion to his managerial abil- 
ity, or his business is unprofitable 
without the opportunity afforded by 
the other two methods of recouping 
in the retail end. 


Operates as Unit 


“In the next place, the wholesale 
and retail ends of the chain method 
are co-ordinated to the highest de- 
gree, because both are owned and op- 
erated as one corporate unit. The 
wholesale unit may be operated at a 
higher expense than that of a com- 
peting service wholesale house. Sev- 
eral individual chain outlets may 
have higher total expenses than com- 
peting independent stores. But if the 
corporation as a whole is operating 
at a profit, it will continue in busi- 
ness. 


“Voluntary chains, on the other 
hand, have spheres of managerial 
interests within themselves. If one 
store in either a co-operative or a 
contract group fails to earn a profit, 
it drops out. 


“Although the wholesale organiza- 
tion of a co-operative retail buying 
system might conceivably operate for 
a long period of time with higher 
expenses than a competing service 
house, in practice it would quickly 
lose the patronage of its members. 
Certainly, if the management of the 
contract wholesaler is not such that 
it pays the retailers to renew their 
contract, that wholesaler will disap- 
pear as such, although the retail 
stores may continue in business. 

“The unity of financial interest and 
the centralization of authority give 


the chain method an important ad- 
vantage over both other types. 


“All three types can offer varying 
degrees of service to the individual 
consumer. While the chain system 
was the first consistently to curtail 
services to fit the desires of different 
groups of consumers the contract 
wholesaler is encouraging the inde- 
pendent retailer to do the same. The 
co-operative retail buying association 
has been slow in recommending such 
curtailment. 


Weakness of Co-operatives 


“From the standpoint of the co-op- 
erative association, too much em- 
phasis has been placed upon the re- 
duction of wholesale costs, while the 
retail members have been largely left 


to handle their own business as they }. 


see fit. Those co-operative retail 
buying associations which have been 
outstanding successes, primarily be- 
cause of the excellency of their man- 
agement, will continue to grow. 


“It appears, however, that the aver- 
age retail buying association will rise 
and fall, failure being due largely to 
excessive competition. It seems evi- 
dent, moreover, that the contract 
and mutual wholesaler will continue 
to take the place of the co-operative 
retail buying association. 


“From this point of view of the 
manufacturer, the co-operative offers 
a small market, but one which is not 
expanding as rapidly as that of the 
contract and mutual wholesaler. At 
present, these two types, in the gro- 
cery and drug trades, offer the manu- 
facturer the most aggressive whole- 
sale distribution at the potentially 
smallest cost to the consumer. 


“From the point of view of the ser- 
vice wholesaler, the co-operative re- 
tail buying association, together with 
other types of new or independent 
wholesale organizations, should be 
given less concern. Attention should 
be concentrated on the various meth- 
ods, such as contract or mutual, by 
which the service wholesaler can pro- 
tect the independent retailer. 


“Finally, from the point of view of 
the independent retailer who is al- 
ready a member of a carefully or- 
ganized co-operative association, that 
association should be urged to take 
methods to increase the merchandis- 
ing ability of its members. From 
the point of view of a retailer who is 
not a member of any such associa- 
tion but who is pressed by chain-store 
competition, the legitimate contract 
or mutual wholesaler offers possibili- 
ties.” 


HOLLINGSWORTH 
CASE REMANDED 
TO GRAND JURY 


Neon Litigation Given Dramatic 
Twist 


New York, Feb. 20.—William T. 
Hollingsworth and Robert L. Kester, 
Jr., president and vice-president of 
Claude Neon Lights, Inc., were held 
to the grand jury yesterday on a 
charge of publishing a false and mis- 
leading advertisement regarding the 
proposed issuance of $10,000,000 
worth of stock by the Federal Neon 
System, Inc. 

Declining to accept the bail origi- 
nally set for them, Messrs. Hollings- 
worth and Kester were remanded to 
the Tombs, pending a change of mind 
or a test of the decision of Magis- 
trate George W. Simpson by the Su- 
preme Court. Mr. Hollingsworth’s 
bond was $10,000 and that of Mr. Kes- 
ter, $3,000. 

The case dates back to December 
11 when Charles V. Bob, president of 
a New York brokerage company 
caused the arrest of Messrs. Hollings- 
worth and Kester, on a charge that 
the former had caused the publica- 
tion of an alleged false and mislead- 
ing advertisement concerning the cor- 
porate stock of Federal Neon System, 
Inc. A $10,000,000 stock issue had 
been planned and advertised. 

The warrants were sworn out un- 
der a section of the New York penal 
code which prohibits the publication, 
with intent to deceive, of any state- 
ment that might have a harmful ef- 
fect on stock values or sales. These 
were the first arrests under this 
statute for many years. 

Magistrate Simpson, sitting in the 
Tombs court, read a ten-page decision 
placing the fate of the two Neon ex- 
perts in the hands of the grand jury. 

All of this was merely one more 
phase in the patent disputes which 
have held sway in the field for sey- 
eral years. 

Sir William Ramsay discovered the 
gas in 1898 and went to the Greek 
language for the name, meaning new. 
Soon afterward, he discovered that 
when an electric current was passed 
through this gas, sealed in a tube, a 
beautiful orange red resulted. 

He asked George Claude, a French- 
man, to develop the discovery and 
Claude enlisted the aid of J. de 
Beaufort. 

In 1914, as a result of this labora- 
tory work, the first Neon signs made 
their appearance in France. The 
first Neon sign in this country is be- 
lieved to have been the Packard sign, 
which was manufactured in Paris 
and brought to San Francisco by Earl 
C. Anthony in 1922. 

An electrode extends into the Neon 
tube for about two inches. The tube 
is filled with Neon gas and when an 
electric current is passed into the 
tube, the gas conducts the electricity, 
giving off a pre-determined color. 
The colors are obtained by the addi- 
tion of various gases or the use of 
gas tubes of special composition. 
Commercial adaptation was facili- 
tated by the fact that Neon lights 
do not radiate heat. 

The first cost of a Neon sign is 
slightly more than that of an electric 
lamp sign of the same size, but the 
consumption of current is only about 
one-third of the latter. The life of a 
Neon tube is from 5,000 to 12,000 
burning hours and it may be re- 
placed at small cost. 

All of these things have contribut- 
ed to the popularity of the Neon sign, 
in spite of the fact that the field has 
been involved in patent litigation for 
several years. 


Cigarette Exports Decrease 


Cigarette exports in 1929 declined 
28 per cent in volume and 24 per 
cent in value, due chiefly to disturbed 
conditions in China resulting from 
increases in duty and competition of 
foreign manufacturers. Exports to 
all other countries were greater with 
the exception of Canada and South 
America, which showed a slight loss. 
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TELEPHONES 
CALEDONIA 
6741-6742-6743 


Electrotypes 
Stereotypes 
Matrices 
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WESTERN NEWSPAPER UNION 


NEW YORK CITY CHICAGO 
310 East 45th St. 210 So, Desplaines St. 
and 34 other citi 


Over 5,000 industrial execu- 
tives who each annually direct the 
handling of an average of 506,- 
000 tons of merchandise and 
materials, and over 2,200 trans- 
portation executives read the 
TRAFFIC WORLD. 


CaATJiC 
ov 


H. W. KELLOGG, Adv. Mgr. 
418 S. Market Street 
Chicago, Ill. 


New York Office 51 E. 42nd Street 
News Bureau Washington, D. C. 


Traffic In All Its Phases 


Material Handling, Packing, Ware- 
housing, Air, Motor, Rail and Water 
Transport. 


_ A A TARA EON RE 
A REAL HELP 


for You 


Ir You BUY, sell, or have a part in the pro- 
duction of engraving or printing, you need 


“Commercial Engraving and Printing” 
By Charles W. Hackleman 


This is a remarkable book now in daily use 
by thousands of printers, advertising men, pub- 
lishers, photographers, artists, engravers, sales- 
men, teachers, students and others. 


840 pages—1500 illustrations 
35 related subjects 
It will answer quegtlone about photographs, 
gS, ° lectrotypi 


drawings, p 4 z, typing, 
ods of printing, per, type, color, ink, 
layout, size, form, design, retouchi g ing 
copper plates, steel dies, embossing, stamping, 
cutting dies, photo-gelatin, photogravure, ro- 
tary photogravure, posters, folding, binding. 
and a thousand and one questions and problems 
about what can be done, what cannot be done, 
and how it can be done best, quickest and least 
expensively. 
It will help you to get ahead by maki 
your service more valuable to ohare” 
Write for FREE illustrated prospectus show- 
ing sample pages, full outline of contents, ap- 
proval offer and other information, which will 
be mailed without obligating you in any way. 


Advertising Age 
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50 Questions on 


Auto Schedules 
for 1930 Census 


Washington, Feb. 21.—The Bureau 
of the Census has received schedules 
for the automotive division of the 
1930 Census of Distribution. Ap- 
proximately 50 questions are listed. 

This schedule for the automotive 
census is to be used to canvass whole- 
sale and retail distributors of new 
and used cars, and the following: 

Gasoline filling stations, retail dis- 
tributors of tires and tubes, batteries, 
and automobile parts and accessories, 
automobile service and repair shops, 
and shops which repair automobile 
tops, bodies, batteries, tires and ac- 
cessories. It will not be used for 
storage garages which have no sales 
and which do not conduct a service 
or repair business, it was stated. 

Among the chief questions, will be 
the amount of rent paid, the interest 
paid on borrowed money, the number 
of employes, both regular and part- 
time, and four general questions con- 
cerning sales. 

Another general question is in re- 
gard to credit sales, under which all 
cars and equipment sold on the in- 
stalment plan are mentioned, together 
with all other credit sales other than 
instalment. 

The amount of stock on hand on 
December 31, 1929, is another ques- 
tion. 


THE LETTER SHOP, Inc. 


Addressing, Multigraphing, 
Mimeographing, Individual 
tters 
Telephone Wab. 8655-8656 
440 So. Dearborn St., Chicago, Il. 
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the hospital field is a two- 
paper market! 

There are well over 9,000 hospitals 

and allied institutions in the United 


States and Canada. There are two 
magazines of verified circulation 
covering this vast institutional mar- 
ket. One shows a total of 6,017 
subscribers in hos een Se pape ee 
naturally, many ospitals here 
more than one copy is received. 
The other, Hospital Management, 
tal of 3,632 hospital sub- 
scribers. The total of the two is con- 
siderably less than the total num- 
ber of institutions. Both of these 


attract approximately 
types of hospitals. But with this 
situation as it is in regard to cov- 


erage, neither journal 
proaches dominance. 
must be used to attain real cover- 
age of this great institutional field. 
Send for the portfolio recently is- 
sued by Hospital Management, 
“The Hospital | 
Two Paper Market.” 


Hospital Management 


537 South Dearborn Street, 
Chicago 


ree 


“siete cole — 


TELLING DEALERS 


ADVERTISING AGE 


ABOUT 1930 PLANS 


The Gidatest Box. Office Revue 
CATALINA has ever produced! 
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The first page of the elaborate 


Padific Knitting Mills. 


Outdoor Copy to 
Reach Outdoor 
People, Is Plan 


Los Angeles, Feb. 20.—A combina- 
tion of outdoor advertising and news- 
papers is being used by the Pacific 
Knitting Mills, in accordance with 
its plan to allow dealers to dictate 
the kind of advertising to be done in 
any community. 

Dealers want advertising that fea- 
tures their own name along with 
that of the product, the experience 
of the company indicates. Outdoor 
advertising won the largest number 
of votes, although many went on 
record as favoring newspapers. 

In Chicago, about 200 outdoor 
showings are being utilized. About 
300 other showings are scheduled for 
the Middle West. About 100 news- 
papers are being used. 

The local office of Erwin, Wasey & 
Co., handling the account, has pre- 
pared a large amount of sales promo- 
tion material, chief of which is a 
brochure presenting the jadvice of 
Adrian, famous couturier on the staff 
of Metro-Goldwyn-Mayer Studios. 


Basis for Selection 


Adrian tells readers of the booklet 
to match the skin, and not the hair, 
in selecting a bathing suit. 

“Fair-skinned people,’ he advises, 
“should register their choice in bril- 
liant shades such as red or orange. 
Pure black should be worn only by 
those vivacious creatures who fairly 
radiate charm!” 


Other material used in the cam- 
paign includes: 


Cut-out photographs in colors, two- 
thirds life size, of famous moving 
picture actresses and actors wearing 
Catalina Swim Suits. 


Cut-out photographs, two-thirds life 
size, of back views of movie stars, 
to be displayed in the dealer’s win- 
dow as the basis for a “Guess Who” 
contest. 

A bureau to provide the dealer 
with publicity material and to assist 
him in staging beauty contests, bath- 
ing girl parades, etc. 

To acquaint the dealer with the 
line and the various sales helps avail- 
able, the Pacific Knitting Mills makes 
use of an unusual portfolio of 12 
posters in color, newspaper page size. 


merchandising portfolio issued by 


Milwaukee Club Plans 
Direct Mail Week 


Milwaukee, Feb. 21—In anticipa- 
tion of the annual convention of the 
Direct Mail Advertisers’ Association 
in Milwaukee Oct. 1 to 3, the Mil- 
waukee Advertising Club is planning 
a Greater Milwaukee Direct Mail 
week, beginning March 3. An exhibit 
of direct mail will be opened in the 
Milwaukee Athletic Club and mem- 
bers of advertising and business 
classes of schools, colleges and uni- 
versities will be invited to visit it. 

On Thursday, March 6, the regular 
meeting of the Milwaukee Adver- 
tising Club will be turned over to the 
direct mail section, in charge of 
Harry G. Hoffman, advertising man- 
ager of the tractor division, Allis- 
Chalmers Manufacturing Company. 
A speaker of national prominence 
will address the meeting. 

C. M. Cheadle, advertising manager 
of the Kearney & Trecker Corpora- 
tion, is chairman of the exhibit com- 
mittee. 

Paul Van Aucken, secretary of the 
national association convention, is in 
Milwaukee preparing for the conven- 
tion. 


Radio Interrupts 


Drift from Homes 


Evansville, Ind., Feb. 21—The ra- 
dio was the first modern invention to 
interrupt the drift away from the 
home, William E. Wilson, vice-presi- 
dent of the American Furniture 
Mart, Chicago, told the Evansville 
Furniture Manufacturing Associa- 
tion Tuesday night. 

The automobile and the movie 
broke down the home, by taking the 
family away from it, Mr. Wilson 
pointed out. The radio has done 
much to restore the balance. 

“Furniture manufacturers must 
quit building one-legged chairs and 
pasteboard dressers which serve the 
purpose of dining room tables, beds 
and bread-mixing benches,” said the 
speaker. 


Aeronautics Exports Triple 


Exports of aircraft in 1929 amount- 
ed to $5,574,480, as compared with 
$1,759,653 in 1928, the Department of 
Commerce reports. 

Shipments of engines increased 
from $664,826 in 1928 to $1,375,697 in 
1929. Exports of parts in 1929 were 
$2,252,208 against $1,240,244. 


Gets Investment Account 


Joseph E. Hanson Company, New- 
ark agency, has been appointed by 
the New York Title & Mortgage Co. 
to place the advertising of its sub- 
sidiary, the National Mortgage Cor- 


poration, Newark. 


Two New Cigarettes 
Will Appear Soon 


Two new cigarettes, backed 
by adequate advertising, will 
soon make their bid for popu- 
larity, according to an expert 
in the field. 

The R. J. Reynolds Tobacco 
Company, Winston-Salem, N. 
C., producer of Camels, will 
shortly present Whip, while 
the Brown & Williamson To- 
kacco Corporation, Louisville, 
Ky., will feature Wings. 


McMurtrie Tells 
How to Make a 
Modern Layout 


Milwaukee, Feb. 20.—Discussing 
new tendencies in advertising lay- 
outs, Douglas C. McMurtrie, director 
of typography for the Ludlow Typo- 
graph Company, Chicago, told mem- 
bers of the Milwaukee Adveris- 
ing Club and the Women’s Advertis- 
ing Club of Milwaukee that the new 
type of advertisements may look er- 
ratic but that they were designed 
to meet the modern practice o: ‘“read- 
ing while you run.” 

Mr. MecMurtrie addressed a joint 
meeting of the clubs February 13. 

Typography is following modern- 
ism in cleaving to the twentieth cen- 
tury axiom of “fitness to purpose,” 
and new tendencies in composition 
are gaining greater and greater in- 
fluence. These tendencies are toward 
clarity, legibility, good arrangement, 
liveliness and action or motion in ad- 
vertisements, he said. Modern typo- 
graphy may not be pretty, but it tells 
the story. It may be asymmetrical 
instead of symmetrical and may not 
be restful, but it compels the atten- 
tion of the reader. 

Borders are not used in the ultra 
modern layout, Mr. McMurtrie said, 
because they stop the action of the 
copy. Ornaments are used only to at- 
tract the reader's eye and attention 
and not as decorations for the same 
reason. In modern advertisements 
neither heads nor copy is centered. 

Lower case type is three times 
more readable and more economical 
than capitals although the first im- 
pression may not be favorable. 


Financial Advertisers 
Add 16 New Members 


The Financial Advertisers’ Associa- 
tion, Chicago, has added 16 new mem- 
bers during the past month. They 
are: 

Lawyers Mortgage Company, New 
York, Representative, Lee Moser. 

Joseph H. Smith, Lawyers Mort- 
gage Co., New York. 

The Morris Plan Co., Des Moines, 
Chas H. Bryant. 

Ferris & Hardgrove, Spokane, Miss 
Margaret Bement. 

Industrial Trust Co., Wilmington, 
Haldeman C. Stout. 

First National Bank & Trust Co., 
Ann Arbor, L. A. Lundquist. 

Miss Anne Sadler, Bank of Man- 
hattan Trust Co., New York. 

L. R. Rothschild & Co., New York, 
G. B. Bonney. 

First National Bank, Flint, Leman 
H. Cambrey. 

James S. Baley, Central Trust Co. 
of Illinois, Chicago. 

H. E. Parks, Denver 
Bank, Denver. 

R. E. MacDougall, Provident Trust 
Co. of Philadelphia. 

Worcester County National Bank, 
Worcester, C. Lane Goss. 

Phoenix Savings Bank & Trust Co., 
Phoenix, Ariz., Henry J. Court. 

Central National Bank, Battle 
Creek, Marcellus Verhoek. 

Don W. Laing, First Wisconsin 
Trust Company, Milwaukee. 


More U. S. Cars 


Assembled in France 


Washington, Feb. 21.—Automobile 
production in France grew 25 per 
cent in 1929, while assembly of Amer- 
ican cars in that country more than 
doubled, according to information re- 
ceived by the Department of Com- 
merce. 

Total French production is esti- 
mated at 263,660 units. Assembly of 
American cars amounted to 4,100. 
The Italian Fiat works in France 
assembled 2,300 cars and 100 trucks. 


National 


than sixty type designs to his credit, 


February 22, 1930 


Modernism Means 
Period of Decay, 
Asserts Goudy 


Frederic W. Goudy, America’s 
premier type designer, who has more 


predicted that typographic art wil] 
enter “a period of decay” if the 
trend toward extreme modernistic 
types continues. He asserted that 
“novelty,” which is urged as _ the 
chief advantage of many of the newer 
faces, is a detestable word, and that 
good type should be good for all time, 

Mr. Goudy’s attack on the modern. 
istic cult in the field of typography 
was made at the February 20 meet. 
ing of the Chicago Advertising Coun. 
cil, when nearly 200 turned out to 
hear the veteran type designer. Ap 
exhibit of his work, arranged by the 
American Type Founders Company 
and the Lanston Monotype Machine 
Company, was presented by the 
Council at the same time. Mr. Goudy 
was introduced by Paul Ressinger, 
president of the Chicago Society of 
Typographic Arts. 

In his address, Mr. Goudy said: 

“Just now, at a time when the 
printed page had attained again 
somewhat of the dignity and breadth 
of the work of the fifteenth century, 
a great change comes, a change that 
unless checked, marks, I fear, the 
beginning of a period of decay; a 
change affecting the life and _ the 
typographic art of our time. 

“If we are to go forward rather 
than backward, products of ignorance 
and eccentricity, past or present, 
must be abandoned, and types which 
are simple in form, free from bizarre 
characteristics, strong, thoughtful 
and beautiful in themselves and in 
composition, must be employed in 
place of more doubtful designs. 

“There may be times when the 
decorative quality of a line of letter. 
ing or type is of greater value than 
easy legibility, but this fact should 
not be made an excuse to deform 


letters for the sake of expediency or 
novelty, nor to produce any unusual 
or unfamiliar shape without excep 
tional artistic warrant. 

“T have interpolated the word 
‘novelty,’ a detestable word, often 
used, like charity, to cover many 
sins; it has no place in artistic con 
siderations, as that which is really 
good should be good for all time; the 
sporadic outbreaks in the name ol 
novelty, that occur from time to time, 
luckily, have usually only their little 
day before relapsing into the limb 
of the forgotten. It is well to cor 
sider whether ‘newness’ only is worth 
the doing.” 


Wisconsin Weeklies 
Recommend Audit 


John A. Kuypers, De Pere, was re 
elected president of the Wisconsil 
Press Association for his twelfth 
term at the annual convention it 
Milwaukee last week. Louis Zim 
merman, Burlington, was _ re-elected 
secretary-treasurer for the eleventh 
time. August F. Enders, Rice Lake, 
was elected vice-president. Creatiol 
of a Wisconsin circulation audit bt 
reau was authorized at the convel 
tion. The association will co-operate 
with the National Editorial Associt 
tion, which holds its convention it 
Milwaukee June 16. 

Prosperity for those dealing in a: 
vertising, particularly publishers 
newspapers in smaller communities 
was predicted by Walter Dunlap, 
president of Klau, Van Pietersom, 
Dunlap, Younggreen, Inc., Milwaukee 
agency. 

He said there will be a decided at 
celeration in the growth of medium 
sized communities, due to decentral 
ization of industry. The radio, talk 
ing pictures and the automobile tend 
to lessen the reading of magazines 
while people must read newspapers 
The expense of increasingly lavisl 
radio programs will force the smallet 
advertiser back into newspapers, Mt 
Dunlap said. 


Cincinnati Plans Stag 

A stag party, with special enter 
tainment, has been announced by thé 
Cincinnati Advertisers Club fo 
March 1. On the committee in chargé 


are J. L. Wiggins, T. F. Albershatt 
S. A. Bramkamp, J. F. Hennegab 
M. L. Smith, F. F. Hayes and R. ¥ 


Fleming. 
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Low Form of Life, 
Cherington’s View of 


Marketing Students 


New York, Feb. 21.—In spite of the 
fact that graduate work in market- 
ing is now offered by a number of 
universities, such courses are not 
likely to raise standards because of 
the low calibre of students. This 
view was expressed by Paul T. Cher- 
ington, director of research of the 
J. Walter Thompson Company, be- 
fore the National Association of 
Teachers of Marketing and Advertis- 
ing at its recent meeting in Washing- 
ton. 

In any event, only 27 per cent of 
these graduates remain in the mar- 
keting field. 

Dr. Cherington gave this analysis 
of their qualifications: 

Their Qualifications 


“Chemistry: A trace. 
“Physics: A quiver. 
“Biology: A cell or two—very low 


forms. 

“Economics: A few are well- 
grounded but most have a varied and 
bottomless ignorance. 

“Some look intelligent when talked 
to about rent or diminishing returns, 
but become nervous when mention is 
made of Ricardo or Adam Smith. If 
pinned down, they would describe 
economics as a sort of philosophy of 
wealth with a vocabulary of its own, 
not closely concerned with groceries 
or the price of cotton. Some have 
been badly taught, others have 
learned badly; those well-grounded 
are in the minority. 

“English: Most have had adequate 
preparation but are out of practice. 

“Other languages: Some have 
some reading familiarity with liter- 
ary French; others have studied 
Spanish and German. Latin and 
Greek may be in the vague back- 


ground. 
“Mathematics: About half are 
well-trained; most are hazy and 


rusty. 

“History and Geography: 
grounding is rare. 

“Logic, ethics, philosophy: These 
either are absent or are confined to 
a reading knowledge. 

“In psychology a few of the more 
recent college graduates are familiar 
with the low opinion one group of 
psychologists has of another. They 
can and do talk some of the tribal 
language. 

“The most valuable common charac- 
teristic of the new graduate business 
student is his conviction that now, 
at last, after twenty years of living 
in an atmosphere theoretically de- 
signed to grow scholars, he has a 


Real 


chance to sink his mental teeth into 
something closely akin to the life of 
an adult doomed to earn a living. 
With this attitude toward his new 
work there is hope for the student 
and for the school.” 
Where They End Up 

Dr. Cherington told of what hap- 
pened to 228 men who graduated 
from the Harvard School last June. 
They are now distributed as follows: 


PE Ce wodeasadeasawaeu 96 
PI cas <cicetna-wolede 60 
oo errr 36 

Manufacturing .........00.% 46 
SS nivh oe eases een ees 23 
pO eee 2 
Office and production .... 19 
CEE. 5b kc ck Sdcssade 1 
Sh deienks oes deceeae en 1 

Sales other than manufactur- 

Oe ccsidaecescdeateue es 10 
Department and retail store 24 
Retained at school ........ 8 

ee a 2 
PN TCT Teer rte 6 

Teaching (other) .......... 5 

ee 15 

Advertising agency ........ 6 

CO ET TTT Cee ee 4 

| eee 14 
Only 63 went into work largely of 

a marketing nature, as follows: 

Industrial Banking ........ 8 
Se bs0sae babes aneseds 6 
SE Soccvaetiaseexae’ 2 

Manufacturing ............ 25 
ra renee bay te webs 23 
UNIO kon. ks 0000000 2 


Department and Retail Store 24 
Advertising Agency ........ 
How Teachers Are Hired 

Paul D. Converse, professor of 
business organization and operation, 
University of Illinois, who \preceded 
Dr. Cherington, said that teachers 
of marketing are hired and assigned 
with little regard to their training 
or experience. 

Professor Converse reported as fol- 
lows on a questionnaire returned by 
22 schools: 

Market economics and manage- 
ment: give annually 12 doctor’s de- 
grees and 140 master’s degrees. 

Marketing farm products: Grant 
26 doctor’s degrees and between 25 
and 30 master’s degrees. 

Foreign trade: About 60 master’s 
degrees are conferred annually by 10 
schools, with 15 minors for the mas- 
ter’s degree. 

Transportation: Only three schools 
have conferred the doctor’s degree 
in four years. Seven have granted 
master’s degrees. 


Community Papers 
Growing Rapidly 


The community newspaper  pub- 
lished in the suburban communities 
of large cities, as distinguished from 
the country weekly, constantly is 
making a more intelligent bid for 
the advertising of strictly local busi- 
ness and industry. 

This was the statement of Will L. 
Finch, publisher of theWestern Hills 
Press, one of 16 such newspapers pub- 
lished within the limits of greater 
Cincinnati, in a talk before the Cin- 
cinnati Advertisers Club. 

Combined circulation of these 16 
newspapers, he indicated, is approxi- 
mately 100,000, though it in no way 
interferes with the reader or adver- 
tising appeal of the larger dailies. 


Unions Lose Members 

Aggregate membership in trade 
unions shows a loss of 112,272 since 
1926, the figures being 4,433,523 in 
1926 and 4,331,251 in 1929, according 
to the 1929 edition of the Handbook 
of American Trade Unions, issued by 
the Bureau of Labor Statistics. The 
loss occurs among unions not affiliat- 
ed with the American Federation of 
Labor, as that body reported an in- 
crease of 126,430. 


Fertig Gets Hold-A-Pak 


The Lawrence Fertig Company, 
New York, has been appointed by the 
J. E. Mergott Co., Newark, to con- 
duct a campaign on its patented 
hovelty cigarette case, Hold-A-Pak. 


Confine Contest to 
Regular Dealers 


In announcing a $2,325 window 
display contest, the American Fork & 
Hoe Co., Cleveland, stipulated that 
only dealers carrying stocks prior to 
the initial announcement were eli- 
gible. 

Stores are graded into three 
classes, depending on the population 
of the city in which they are located, 
for the contest. 

The judges are Llew S. Soule, edi- 
tor Hardware Age, New York; 
George T. Price, Kelly Axe & Tool 
Co., Charleston, W. Va., and Ray H. 
Griswold, Griswold-Eshleman Com- 
pany, Cleveland agency. 


Dine Cartoonists 


A group of cartoonists of New York 
were guests of honor at a luncheon 
of the Advertising Club February 19, 
Rube Goldberg capably assuming the 
role of toastmaster. 

Others present included Milt Gross, 
Winsor McCay, Harry Hershfield 
C. Kessler, Walter C. Hoban. James 
Wright Brown, president of the club, 
also attended the luncheon. Edwin 
S. Friendly of the New York Sun was 
chairman. 


Made Sales Manager 


S. H. Garner has been made sales 
manager of the Sanders Manufactur- 
ing Company, Nashville, manufactur- 


ers of advertising novelties in cellu- 


Women in 
Advertising 


Proceeding on the theory that a 
thing worth doing is worth doing 
well, Miss Hazel Jenny, assistant ac- 
count executive with the New York 
agency of Batten, Barton, Durstine & 
Osborn, Inc., spent nearly three years 
studying the selling methods of lead- 
ing department stores before she felt 
herself to be qualified for agency 
work and sought a position in that 
field. 

While a student at the University 
of Chicago a few years ago Miss 
Jenny took up advertising and mer- 
chandising work, becoming the col- 
lege advertising representative for 
Marshall Field & Co., and preparing 
most of the copy used in college pub- 
lications by that company. 
Graduating from the university 
with a P. H. B. degree in 1924, she 
joined the advertising staff of Man- 
del Brothers, another department 
store of Chicago, as a fashion copy 
writer. Then, feeling that a bit of ac- 
tual manufacturing experience in 
this field might come in handy, she 
joined the Warren Fatherbone Com- 
pany, manufacturers of textile prod- 
ucts, as advertising manager. 

A little more than two years ago 
Miss Jenny became identified with 
Batten, Barton, Durstine & Osborn, 
and here she has established an en- 
viable reputation as a fashion special- 
ist. 


Foreign Accounts Placed 
With J. Walter Thompson 


Standard Nobel Company, Polish 
outlet’ of the Standard Oil Company 
of New Jersey, has retained the War- 
saw office of the J. Walter Thompson 
Company international organization 
to conduct its advertising in Poland. 
Another new client of the Warsaw 
office is M. Arct, leading book pub- 
lisher of Poland. 

The London office of the organiza- 
tion has been retained by Keystone 
Knitting Mills for advertising of its 
hosiery in the British Isles. 

New accounts to the Buenos Aires 
office, covering Argentina, are El 
Dorado Land Company and Sud 
America Insurance Company. 

The recently established Thompson 
office in Sydney has been appointed 
to advertise A. G. Spalding athletic 
supplies in Australia, and the Alex- 
andria office has been retained by 
Ch. Cantoni & Co. to advertise Macan 
shoes in Egypt. 


New Paper to Aid 


Independent Merchants 


The Independent Publishing Com- 
pany, Memphis, announces it will 
start a new weekly paper, The Mem- 
phis Independent, March 15. It will 
be devoted to the interests of inde- 
pendent merchants. It is planned to 
make the paper a morning daily after 
three months. Joe Rosenfield, Jr., 
will be manager. 


consumer. 
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loid, metal and wood. 


Some combination of voluntary chain, 
chain stores, retail cooperative stores, 
wholesaler, wagon jobber, department 
store, institutional jobber, hotel and 
restaurant chain, will produce for your 
product the ideal merchandising plan. 
The complexity of the present system of 
distributing food products 
study—a careful weighing of the fac- 
tors involved—that your product may 
flow most smoothly through it to the 


The New Era in Food Distribution 
offers the solution. Here is a magazine 
in step with modern methods and the 
modern distribution scheme. 
in every department, it affords all of 


The New Era in 


. DISTRIBUTIO 


“FOOD TRADES PUBLISHING CO., Ince. -* 
55 W. 42nd: ‘St.; New York: Gitgr: 


aA 


) 
/ 
+eorc—r 


OEPAnT MENT STO Re 


\A Woe 


WOTEL & RESTAURAN Cc 


FIT these FACTORS 


It treats of 
impartiality, 
to giving an 


demands 


N 


into the Best Food Merchandising Plan 


for Your Product........eeeeeeeees 


these various factors a source of au- 
thoritative information as to what is 
taking place in the distribution of food. 


the interests of all with 
devoting its entire effort 
actual picture of what is 


going on, without favor to any type of; 
food distributor. 


The New Era in Food Distribution ~ 
offers to advertisers a coverage of these __ 
factors; it helps them tell their story ’ 


to every interested food distributor— 


Practical 


that a combination may be worked out 
that will fit perfectly your product and 
your present scheme of distribution. 
Let us tell you how the circulation of 
this journal can work for your interests. 


681 Market St., San Francisco 
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National Brands 


New Figure in 
Food Industry 


New York, Feb. 21.—Articles of in- 
corporation have been filed at Wil- 
mington, Del., by National Brands, 
Inc., a new organization formed to ac- 
quire ownership, in whole or in part 
of companies engaged in the manu- 
facture of products distributed by the 
retail grocery trade. The concern 
has an authorized capital of $5,000,- 
000 6 per cent convertible debentures, 
the stock arrangement being 250,000 
shares of Class A and 200,000 shares 
of common. 

The first enterprise to be taken 
over by the new company is the Qua- 
ker Products Company of Philadel- 
phia. It is expected the next to be 
absorbed will be the American 
Dairies Company, of Detroit. 

Well known packaged products sold 
to the grocery trade will be included 
in the purchase plan of the new or- 
ganization, which hopes to operate at 
a reduced overhead because of con- 
solidation. 

National Brands, Inc., will have its 
principal offices at 551 Fifth avenue, 
New York. Its officers are A. Victor 
Hughes, president; R. A. McKee, vice- 
president, and H. Ruthven Crowley, 
secretary and treasurer. 

The directors are E. J. Evans, 
wholesale grocer, Van Wert, O.; H. 
F. Stark, capitalist, contractor, 
Greensburg, Pa.; Arthur Hirshon, 
president The Arthur Hirshon Com- 
pany, advertising, New York; A. Vic- 
tor Hughes, president Crosby & Hill 
Co., Wilmington, Del.; Charles M. 
Wessels, president, Grocery Trade 
Service, Inc., New York; R. A. Me- 
Kee, president, Defiance Dairy Prod- 
ucts Company, Defiance, O.; H. Ruth- 
ven Crowley, president, American 
Mint Company, Philadelphia; N. F. 
Fairweather, secretary-treasurer, C. 
F. Burger Creamery Company, De- 
troit. 


Opdyke’ s Work Extended 
. K. Opdyke, who has been ad- 
eatenk manager of the Warren 
Telechron Company, Ashland, Mass., 
manufacturers of electric clocks, 
synchronous motors and _instru- 
ments, is now serving also as sales 
promotion manager. 
This account is now being handled 
by the Boston office of N. W. Ayer & 
Son. 


Thompson to Broadcast 

William Thompson, advertising 
manager of the American Newspaper 
Publishers Association, will tell the 
story of weekly and daily newspapers 
as the feature of a program spon- 
sored by the Westinghouse Electric 
& Mfg. Company, Pittsburgh, which 
will be broadcast from the New York 
studio of the National Broadcasting 
Company February 25. 


Forbes to Speak 

B. C. Forbes, publisher of Forbes’ 
Magazine, will be the principal speak- 
er at the next meeting of the National 
Advertisers group at the Advertising 
Club, New York, the latter part of 
March. William D. M. Simmons, ad- 
vertising manager of the Underwood 
Typewriter Company, is chairman of 
this division. 


Will Boost Baseball 


The Amateur Athletic Federation 
has retained Leslie Mann, former big- 
league ball player, to give short 
courses to coaches in various educa- 
tional centers with the object of 
securing a more important place for 
baseball on school athletic schedules. 
Sporting goods distributors have 
agreed to help. 


Anderson Addresses Class 

R. E. Anderson, editor of the 
“Adcrafter,” published by the Adcraft 
Club of Detroit, recently spoke be- 
fore the advertising class of the De- 
troit Institute of Technology. 


Promoted by Westinghouse 

L. C. Bullington has been ap- 
pointed general sales supervisor of 
the Westinghouse Electric & Mfg. 
Co., with offices at East Pittsburgh. 


Detroit Man Promoted 
Francis W. Pennock, of the adver- 
tising staff of the Detroit Times, has 
been placed in charge of the national 
advertising department. 
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ADVERTISING AGE 


BOOT AND SHOE DISPLAY ADVERTISING 
Comparative Lineage Twelve Months 1929-1930 


RE L AND SHOE DEPARTMENTS OF 
'ARTMENT STORES 
DAILY SUNDAY DAILY SUNDAY 
924,161 165,449 458,470 47,24 
798,133 152,401 375, 008 
126,028 13,048 sd 4,238 
342.399 295674 79,835 
337,293 88,157 247, He 
Se 48,010 24,133 
eonees B49 meee aes 
498,906 107,921 221,252 29,730 
412,006 92,388 231,650 31,025 
86,900 —”)0h—6l kt 0 
aa i.  sanbes 10,398 1,295 
752.429 362,672 194,185 73,783 
968,017 443,567 ry 81,421 
215588 20,895 _ 7638 
37, 173,597 3M; 
ae Fy) 1 Soe 
10,507 6,142 —— 060té“‘(ié‘C RR 
elaine ante Rae 1,316 
882,502 143,003 465 97, 
903,545 125,903 545,520 Hirt 
niin 17,100 aaa 9,595 
_——— =f heen 7,085 iid 
$12,530 304,919 101,140 28,346 
554,110 es 114 114,559 19,953 
— =— 7 said ng 
295,862 109,113 46,547 
297,542 87,193 196,457 43,942 
; Lao 21,920 29,873 2,605 


—From Boot and Shoe Recorder. 


Advertiser Agrees 
to Change Style 
of Illustrations 


o_-_ 


Washington, Feb. 21—A manufac- 
turer of toy airplanes who depicted 
in his advertising a large building 
as his business home, has decided, fol- 
lowing a conference with the Federal 
Trade Commission, that he occupies 
only two small rooms in an wpper 
story. He has signed a stipulation 
agreeing to discontinue this practice. 

On the front of the building, as 
shown in the picture, appeared in 
large display type the following: 
“World’s Largest Manufacturers, 
Model Airplane Sets and Supplies,” 
and over the door of what seemed to 
be an annex of the building appeared 
the words “Shipping Department.” 

“However,” said the Commissioner, 
“the business was limited to the man- 
ufacture and sale of miniature or toy 
airplanes and repair parts for them. 
The volume did not exceed $10,000 a 
year. The enterprise was carried on 
in two small rooms of the upper story 
of a small building and no separate 
space was utilized for shipping. 

“Signing a stipulation agreement 
with the Federal Trade Commission, 
the individual agreed to stop circulat- 
ing advertising matter which tended 
to create the erroneous impression 
that he occupied all the space in the 
building, and which contained the 
representation that he was the 
world’s largest manufacturer of 
model airplane sets and supplies.” 


Launch Newspaper 


to Fight Chains 
The Lev-Wren Publishing Co., Inc., 
Louisville, has started a weekly news- 
paper, Hello World, to assist inde- 
pendent merchants in combating 
chain store competition. The adver- 
tising columns of the new paper are 
being heavily supported by local mer- 
chants, through whom distribution is 
effected. 


‘Absorbs Buffalo Agency 


Lyddon, Hanford & Kimball, Inc., 
New York, has absorbed the J. Jay 
Fuller Agency of Buffalo, Mr. Fuller 
becoming a vice-president of the 
merged companies. Norton E. Forgie 
has been made assistant treasurer 
and Horace A. Laney, account execu- 
tive. The Buffalo office will be re- 
tained. 


Hearst Worker Dead 

Funeral services for Ernest E. 
Curtis, 50, who died at Pittsburgh, 
where he served a Hearst publica- 
tion for two years, were held in Mer- 
rill, Wis., February 12. He was on 
the advertising staff of Madison and 
Milwaukee daily newspapers before 
going east. 


$1,000 for Coal Slogans 

The coal industry is offering cash 
prizes totaling $1,000 to the authors 
of the twenty Dest slogans for coal. 
The contest is open to everyone. 
C. C. Younggreen, president of the 
Advertising Federation of America, 
is one of the judges. 


Brisacher Widens Field 

By federation with G. Street & Co., 
Ltd., of London and Paris, Emil Bris- 
acher & Staff, advertising agency of 
San Francisco, have secured Euro- 


pean facilities. 


Deny Request for 
Negro Radio Station 


Washington, Feb. 20—Appli- 
cation of the “Kansas City 
American,” a negro publica- 
tion, to erect a broadcasting 
station to be devoted entirely 
to the transmission of pro- 
grams bearing upon the wel- 
fare of the negro, has been de- 
nied by the Federal Radio 
Commission. 


Auto Financing 
Up 40 Per Cent, 
U. S. Reports 


Washington, Feb. 20.—An increase 
of approximately 40 per cent was 
shown in automobile financing for 
the last six months of 1929, compared 
to the same period of 1928, ac- 
cording to information compiled by 
the Bureau of the Census. This per- 
centage was about the same in the 
number of cars financed and the 
amount of money advanced. 


December figures for last year were 
considerably higher than for the cor- 
responding month of the preceding 
year, the increase in new cars and 
used cars being about the same. 

The total number of cars financed 
the last six months of 1929 was 1,- 
540,369 cars, representing $709,573 - 
318 advanced, compared to 1,139,879 
cars and $547,058,318 in 1928. These 
reports are from 325 identical con- 
cerns. 


The number of new cars financed 
the last six months of the year was 
807,831 compared to 567,675 for the 
last half of 1928, while the amounts 
financed during these two periods 
were $482,190,984 and $359,224,338. 
The used cars financed during these 
two periods totaled 710,354 in 1929 
and 485,405 the year before, while 
the amount advanced was $217,998,- 
466 in 1929, compared to $148,642,- 
613 for the period of 1928. 


December financing last year 
amounted to 160,742 cars, represent- 
ing an advance of $73,471,840, com- 
pared to 132,784 cars for the month 
of 1928, representing $62,865,910. 


During the entire year of 1929 
there were financed by 411 finance 
companies 3,441,629 cars, represent- 
ing an advance of $1,586,819,550. 


Inland Daily Press 


Re-elects Officers 
E. H. Harris, Palladium, Richmond, 
Ind.; Fred Schilplin, Times, St. 
Cloud, Minn., and Will V. Tufford, 
Clinton, Ia., were re-elected president, 
first vice-president and _ secretary- 
treasurer, respectively, at the annual 
meeting of the Inland Daily Press 
Association in Chicago February 18 
and 19. 


Oleomargarine Tax Upheld 

Salt Lake City, Feb. 21.—The Utah 
oleomargarine tax has been upheld 
by the State Supreme Court. It re- 
quires payment of $5 for a permit 
and imposes a tax of five cents a 
pound on oleomargarine not artifi- 


cially colored and ten cents on the 


, colored product. 


Agency Studying 
Research Work 
of Publications 


New York, Feb. 21.— The Dyer- 
Enzinger Company has issued a ques- 
tionnaire to publications to determine 
which are able to provide data on 
their fields and how research work is 
conducted. 

The following questions are asked: 


Have you a market survey depart- 
ment? Number of people regularly 


employed? Do you have a large they had a personal part in 
volume of continuous research activ- building it,” said Mr. Le- 
ity, or do you make only occasional Quatte. 


surveys? 


What basic studies are available in 
your files upon request? 

What studies are available relating 
to the standing of your publication, 
buying power of subscribers, etc.? 

How are these studies distributed? 

Are your representatives thorough- 
ly informed as to past and current 
surveys? Do they carry an index ot 
material available? Do they make it 
a point to inform us of all new mate- 
rial? 

Assuming that we are active at a 
given time in your field, are we justi- 
fied in including your publication 
office among the limited number 
which can be contacted by our re- 
search director? Why? 

Assuming that the agency holds up 
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No Package for Two 
Bucks, Says LeQuatte 


Toledo, Feb. 20.—“Every club 
member should not expect a 
personally addressed package 
for his two-dollar contribution 
to the Advertising Federation 
of America,” T. E. LeQuatte, 
vice-president of the organiza- 
tion, told officers of the Toledo 
Advertising Club. 

“Members should look at the 
solid super-structure built by 
the Federation and realize that 


its end on research work, would you 
welcome closer co-operation? 

The Dyer-Enzinger Company an- 
nounced that when E. W. Federer, 
secretary, was appointed officer in 
charge of media relations, with heaa- 
quarters in New York, Wilford York, 
assistant secretary and head of the 
plans and research department, was 
appointed to similar work for the 
Chicago and Milwaukee offices. In 
Mr. York’s absence Miss Helen Shan- 
essy will be in charge at Chicago. 

Publishers are asked to forward 
promotional matter to all three 
offices. 


LEADING WEEKLY NEWSPAPERS OF 1929 


Total Local National 

Volume Display Display 
Red Bank (N. J.) Register ..............- 182,036 _...... vik 
Birmingham (Mich.) Eccentric ....... .. 182,191 92,205 9,4F0 
Cartersville (Ga.) Tribune-News ........ 105,140 Rein iene 
Freehold (N. J.) Transcript ...... seeeee, 102,742 69,182 22,970 
. SB. £2 9 errs .. 100,484 Scaed oases 
Napoleon (0.) Northwest-News gicKe eee *100,000—i«w x... err 
Newtown (Conn.) Bee ....... eer morn oe 
Larned (Kan.) Tiller & Toiler .......... . 97,848 phnes name 
Aledo (Ill.) Times- wedeeeners .-. 91,026 74,810 8 
Greenwich (Conn.) Press ............... 90,600 64,927 21,003 
Ithaca (Mich.) Herald ..... aeane cieeean 7 Jer ere 
Easton (Md.) Star-Democrat ....... ..... 87,407 $6,942 33,984 
Salisbury (Md.) Advertiser ....... iweabee 87,126 71,026 11,000 
Quakertown (Pa.) Free Press ..... ieeee $4,298 55,676 21,073 
Memphis (Tex.) Democrat ........... .. 78,900 57,8338 19,655 
McMinnville (Ore.) Telephone-Register. . . 16,351 63,895 12,636 
Jennings (La.) News ..... sbeevusarenes . 716,867 55,659 138,915 
Ionia (Mich.) News ...... uous pibawaeees *73,000 aKaes onece 
Paris (Tenn.) Parisian ........ ee ee . 12,979 ones cseus 
Torrance (Cal.) Herald ........ ebeteiwee 70,974 53,687 13,868 
Cordell (Okla.) Beacon ..... cd che ecisleduiea 70,008 58,592 6,127 
Waupun (Wis.) Leader-News ............ eee senke 
Flemington (N. J.) Democrat ...... -.--- 68,974 48,020 17, 
Snyder (Tex.) Times-Signal ....... eee 68,450 ee exnes 
Jenkintown (Pa.) Times-Chronicle ...... 67,651 59,581 8,120 
Broken Bow (Neb.) Custer Co. Chief.. 64,960 44,078 13,274 
West Allis (Wis.) Star ........... ee . 68,134 mies meee 
Storm Lake (Ia.) Pilot-Tribune | ppkemet ... 62,201 40,809 16,618 
Carrollton (Ga.) Times ......... peRboavine 61,896 47,350 9,904 
Enid (Okla.) Events _........ Pre  i—_ | 7,350 
Mission (Tex.) Enterprise ...... ere -. *60,000 50,000 10,000 
Algona (Ia.) Advance ............ .+++- oo CEE. wssee Aree 
a go kD) 6 errr 59,460 40,869 16,435 
Belfast (Me.) Republican-Journal ....... 58,049 32,596 20,242 
Burlington (Wis.) Standard-Democrat... 57,237 40,260 14,632 
Spring Valley (N. Y.) Leader ......,..... 56,866 41,713 6,529 
Sheldon (Ia.) Mail ............ sececeeeeee 56,700 40,200 11,800 
Weston (W. Va.) Democrat ............ 56,289 cena nebne 
Thief River Falls (Minn.) Times...... ... 55,230 37,174 12,496 
Flagstaff (Ariz.) Coconino Sun ........... 54,933 37,541 12,568 
Gainesville (Ga.) Eagle ..... ........... *54,000 35,000 15,000 
Sturgeon Bay (Wis.) Advocate ......... 53,800 35,454 13,985 
Hilisboro (Ore.) Argus ........cccccccees 53,482 40,774 6,486 
Carrington (N. D.) Independent ........ . 52,944 31,706 16,142 
Redfield (S. D.) Journal-Observer ....... 52,870 36,111 12,311 
Snowhill (Md.) Democratic Messenger... *52,000 20,800 25,000 
Walton (N. Y.) Reporter ................ 51,870 39,055 12,815 
Elizabeth City (N. C.) Independent .. ... 51,534 35,419 12,340 
Washington (Ga.) News-Reporter ..... 49,920 32,190 12,480 
Liberty (Mo.) Tribume .............cc.00. eer ae 
Hartford (Wis.) Times-Press ............ 48,700 42,360 6,500 
Crystal Lake (IIl.) Herald ............... *48,500 28,000 20,500 
Audubon (Ia.) Advocate-Republican .... 48,364 32,122 10,707 
Rhinebeck (N. Y.) Gazette .............. 47,977 48,187 2,385 
Jackson (Minn.) Pilot ............. -e.ee- 47,512 $4,506 8,300 
Jena (La.) Times ........... cet eauees ois . 47,484 21,782 23,182 
Putnam (Conn.) Patriot | viens errr omer © 47,379 36,706 8,171 
McKinney (Tex.) Examiner .. ... - 46,787 36,460 8,217 
Schuyler (Neb.) Sun ......... Tt 46,260 27,756 13,624 
Bainbridge (Ga.) Post-Searchlizht | iciren 46,198 29,867 15,331 
Bs GL) FOOD eve cccscvencvscee 45,864 34,498 9,876 
Murray (Ky.) Ledger & Times ............ 45,808 ties eae 
Dalton (Ga.) Citizen ....... Ce rene are 45,760 30,506 14,464 
Be Ne I 6k. 6.0:65.5465500000% .... 44,614 26,076 6,606 
Detroit Lakes (Minn.) Record . Se  i-— | 1,730 
Coudersport (Pa.) Enterprise ............ 44,155 31,830 10,419 
Las Cruces (N. M.) Rio Grande Farmer.. 43,680  ..... cokes 
Idagrove (Ia.) Pioneer .................-. 42,939 $1,242 8,540 
Denison (Ia.) Review ................... 42,568 29,301 7,872 
Grafton (N. D.) Record ................ 42,420 31,869 5,711 
Houlton (Me.) Times ..... ............. 41,264 28,371 12,893 
Lafayette (Ga.) Messenger .............. *41,000 27,000 7,000 
Munising (Mich.) News .......... «-+-e-- £40,000 22,000 9,000. 

*Estimated. 


—From American Press. 
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30 February 22, 1930 ADVERTISING A 
— ~ - ° John Jacob Astor. He found it nee- | ° 
CERTIFICATE OF ENROLLMENT Even Ford Failed) scc:. te torcciose « morgage on on M°Kesson & Robbins 
FREDERICK STEARNS & COMPANY unsuccessful millinery business in ~ . 
INTERNATIONAL-"DIAMOND_JUBILEE” SALES contEsT ||| |f0 Succeed as A\Xew York. tie went to the store Dispose of Their 
e and advised the new manager to ° e 
a ee Back-Seat Driver |w ov: everyining ne haa in tne] Display Services 
windows, on the assumption that the 
STEARNS—UNITED STATES NYAL CO.—U. S.A store was evidently not giving the 
Los Angeles, Feb. 20—Even Henry | Ss 2 
ceca rc | | rortcouinnnsa'auece agg |[rome® whet ther wanted” | |New York, Feb 30—akiawon 
; a dia . dia | 1 fl k- 4 k e a n a par neardy an ’ ” 
1 hereby enrolt my name in the Inte “D Jubilee” Sales Contest and y oS eons driver, Charles F sketched the designs of various hats | COmpany, has sold its window display 
promise to put forth my very best efforts throughout 1930 to bring the Sales Champion- bbott, executive director of the . : 
ship and Grand Prize Ti Frederick Stearns & Division. American Institute of Steel Construc- | WT by smart women as they passed. | ¢epartments to National Window Dis- 
ip an ize Trophy of s & Company to my ‘ tion, Pittsburgh, told the Advertising| These he had made up and the con- play, Inc., a new concern. Under the 
I understand that upon receipt of this certificate of enrollment you will send to me Club of. Los Angeles at its weekly |*%¥™mer bought—and bought. -.- bey br agreement, all McKes- 
do smnaghs els” that definate | am an axttee parttipant te ik gram conten, meeting, in stressing the necessity of} “Any manufacturer who attempts pond — a pero bow! = 
giving the public what it wants and|to run contrary to consumer wants Seaetent a 1 canta Prod ae 
een not what a manufacturer thinks it| will find such a course fatal.” maa ee 
ought to want. : 
(Mane of Sleemen's Company apd Const “Henry Ford once defied the public _C. E. Winne, general manager of 
—— by manufacturing automobiles to suit| J. J. F oley to Lead aston) Wastew ieee, 90s. Saee 
- the factory with the remark that the Washington Invasion recently display manager of McKes- 
. . consumer could have any color he] 0 5 iy nd re nem r ane rae pg va tg ee a. 
‘ wanted as long as it was black,” + Tey SS Dele Speen | Peas Ine Te ee 
ou Macte Animo! Cry m lated Mr Pv d Dry roneser Reva chairman ‘of the On-to-Washington|the president of National Window 
Chain Systems Adopt . ‘ committee of the Advertising Council] Display, Inc., which has become one 
ui St S l Ch : be found in any number of shades. | o¢ the Chicago Association of Com- | 
an earns Jatesmen arge Account Basis “The public will not listen to back-|merce. He is advertising manaeer of the largest companies in the dis- 
er, A L S h Kansas City, Feb. 21.—The seat driving from automobile manu-|of A. C. Allyn & Co. play field. By the end of the year it 
in SLances atter Crown Drug Company, oper- facturers or any other producers. The| Other members of the committee will be able to offer advertisers a na- 
adl- ating 40 drug stores in this idea is to fit the production to the}are E. H. Aberdeen, director rural | ional service, with representation in 
rk, vicinity, has acquired an addi- || Consumer and have a readymade mar-|electrification, Westinghouse Electric | %000 cities. 
the M8 go - — to Bye tional 14 by the purchase of || ket instead of producing an article . e ag 8 ae. ae eee 
out a formal application an which t b handised i anager, Capper Publications; O. C. 
a before they will be considered as en- sage 4 "ry -hoigs & TaeeR high Ronit cuahae oa Deena the Harn, managing director, A. B. C.; Announce A. B. P. Dates 
trants in the international contest “— ne of the new stores Robert G. Marshall, president, Mar-| The spring meeting of the Asso- 
In will operate on a charge ac- consumer that it is needed. shall Letter Company, and Robert J.| ciated Busi P Inc., will be 
. being staged by Frederick Stearns & i “One of the first examples of suc-| yj “" ‘ Se ERS POR, Seen 
an Co, manufacturing pharmacists, to — basis and will retain the cih cstaiiaee taal Gas les bene vice-president, Charles H.|held May 5-7 at White Sulphur 
mark their 75th year of existence. os nome, . Springs, W. Va. 
urd It will be one division against an- 
ree other, with the percentage increase 
in sales as the basis. The division 
7s leading at the end of the year will Newsp ap ers and 
_— be awarded a grand prize trophy, and 
individuals will be given diamond- Posters Effect e 
studded miniatures. ° ° j 
In the meanwhile, salesmen in the Macaroni Gain ind new 
leading division will be allowed to 
wear bronze lapel buttons, which! [os Angeles, Feb. 20—A test cam- 
they must surrender the moment an-| paign with outdoor advertising Amd |p mpm 
other division passes theirs. newspapers in behalf of the products | (2) Se Te Hike Bis ¥ 
“Macte animo!” has become the | of the Superior Macaroni Company is| — - i ie. 
—— + ie gg — reported to have resulted in a gain] | Se oe 
tearns of Australia, Stearns of Can- | of 17 per cent in sales in Los Angeles| | - ; 
oe and the Nyal Company, the par-|and Hollywood. The campaign has| | ~ npg Seah 
ticipants. run during the last six months. sg: : : . 
hae GecKin, siden aie th rs In the press of competition for business in 1930, 
U S A d ti cover the whole of Southern Cali-| —— ie Ae : you need this information that will point your 
fornia. The campaign is being placed| . . iy + , oo | 
owe Fae VEFEESETS [1 "the toca! ofices of the Edwin B.| [ome : way to new markets, better outlets for your goods. 
Bird Advertising Agency. = H 
Spending Large rd Advertising Agency ee. ___ Leet The Market Data Book be your guide! 
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To Audit Newspaper 
Circulation |G Pinos 

W. Carey Dowd, Jr., president of “} igs 
the North Carolina Press Associa-| | 4 | 
tion, has appointed a committee to +¢ 


4 STE MES TE Pal) RELATION 


Amounts Abroad 


Washington, Feb. 20—The finance 
and investment department of the 


In this single volume are figures on a hundred 
_ major fields—data on production, distribution, 
| buying set-ups, buying seasons, developments 
. affecting buying— 


Department of Commerce estimates |consider certified circulation audits | | fit ae 
that American advertisers spent $12,- for North Carolina weeklies and dai-| | © as ae ; a4 ° 
500,000 in foreign advertising in 1928 Sen nat new members of the | Audit | [ork oF iamns“aae Oem Misa” wee | | Compiled from more than a thousand sources— 
and at least that much in 1929. ns. -| | Ses Se ns e | Condensed i ‘. di : 
Weathers is chairman, and other| | & : : into immediately available form— 
According to the last issue of the! onbers are J. W. Noel, J. L. Horne,| # 


division’s pamphlet, ‘‘The Balance of 
International Payments,” foreign sub- 
scriptions to American magazines and 
newspapers in 1928 amounted to 
$5,000,000 and foreign subscriptions 
to 27 of the more important domestic 
publications, to $3,000,000. 

| A canvass of ten agencies placing 
| more or less foreign advertising in- 
dicated that the total outlay for 
American advertising abroad in 1926 


or., Mre. T. 


Indexed for easy reference— 
Patrick. 


Authentic in every detail— 


J. Lassiter and Talbot 


American Products 
Win Barcelona Awards 


Thirty-four American companies 
received prizes at the International 
Exposition at Barcelona, Spain, 
which closed January 15. First 
awards were given to the Atwater 


And a complete directory of business publications, 
grouped by fields covered, with essential informa- 


tion on rates, circulations, mechanical specifica- 
tions, etc. 


USERS TELL US: 


“To locate new markets for the 
sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 


was about $8,000,000; 


000. 
Foreign advertising in the United 


States in 1929 is estimated at $2,500,- 
000 by Eric King, chief of the spe- 


cialties division. 


Changes to Monthly 


Wagon Man's Journal, Chicago, the 


publication of the Wagon Men’s Dis- 
tributing Association, will become a 


monthly instead of a semi-monthly, 
effective April 1. 
retary of the association, is editor. 


Williams Makes Change 

E. W. Williams, president of the 
Better Letters Club of Chicago, has 
become advertising and sales man- 
ager of the Chicago Curled Hair 
Company, Chicago, manufacturers of 
curled hair products. 


Get Canadian Executive 

William B. Lawson has resigned as 
director of sales of the International 
Nickel Company of Canada to become 
Vice-president of the Harshaw Chem- 
ical Company, Cleveland. 


Newark Agent Moves 

The George Wilfred Wright Adver- 
tising Agency, Newark, N. J., has 
Moved to 40 Clinton Street. The old 
telephone number, Mulberry 0982, 
has been retained. 


; for 1928, $12,- 
500,000 and for 1929, about $13,000,- 


E. J. Martin, sec- 


Kent Manufacturing Company, Radio 
Corporation of America, Crompton & 
Knowles Loom Works, Gillette Safety 
Razor Company, and Packard Motors 
Export Company. 


Publishers Break Into 


General Magazines 
A. S. Armagnac, editor of Heating 
and Ventilating Magazine, New York, 
was represented in the February 
issue of Good Housekeeping, with an 
article on space-saving radiators. 
James W. McGraw, chairman of 
the board, McGraw-Hill Publishing 
Company, will see his name in the 
March issue of Scribner’s Magazine 
over “The Business Paper Grows Up.” 


Artist Joins Agency 
Harold Van Heest, commercial 
artist with The Boston Post, has 
been put in charge of the creative 
production department of Edmund S. 
Whitten, Inc., Boston. 


Suspend Sales Service 
Merchandising Ace Sales Service 
for the Hardware and Sporting Goods 
Trade, a quarterly published by the 
Izaak Walton League, Chicago, has 
been suspended. 


Gets Leather Account 
Edmund S. Whitten, Inc., Boston, 
has been appointed by the Gill Leath- 
er Company, Salem, Mass. 


dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis ... You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 


“We use The Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 
field of industry and business. It gives the user 
in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition, just issued, is available. 
Fill in the coupon below for your FREE copy 


TODAY. 


>>>>>>>>HOW TO GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 
ATE LLL LT, ILI I NEN SEALE 


extant from our standpoint.” 


“We have been using your Mar- 
ket Data Book for several years | 
and find it of great help in map- | 
ping out our advertising cam- | 
paigns.” 4 

“We find data such as you have 
cempiled invaluable to us.” 


“In constant use—a thorough] 
reliable reference book.” , 


“Has always been very helpful 
us.” 


T 
cation is by far the most valuable ; 
! 
| 


to 


Class & Industrial Marketing, 
537 South Dearborn Street, Chicago 


Please enter my subscription to 
Class & Industrial Marketing for 
one year, for which I enclose $2.00, 
and send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 
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RESEARCH WILL 
POINT WAY FOR 
FINANCIAL COPY 


F, A. A. Discusses Plans for 
Helping Members 


New York, Feb. 20—An intensive 
study of ways and means by which 
banks, trust companies and invest- 
ment houses can develop new busi- 
ness by advertising and selling meth- 
ods so designed that present condi- 
tions existing in the financial mar- 
kets throughout the country may be 
successfully coped with, will comprise 
the principal work of the research 
committee of the Financial Advertis- 
ers Association during the coming 
year, it was decided at a meeting of 
the extension committee of the as- 
sociation at the Hotel Vanderbilt 
Monday and Tuesday. 

To accomplish this the research 
committee will make a thorough an- 
alysis of the financial situation and 
gather facts and figures which the 
advertising departments of F. A. A. 
members can use in their trade de- 
velopment campaigns. 

Big Attendance at Meeting 

Members of the extension commit- 
tee present at the New York meeting 
included I. I. Sperling, of the Cleve- 
land Trust Company, Cleveland, 
chairman; Virgil D. Allen, First Bank 
& Trust Co., Utica, N. Y.; Miles Al- 
verson, G. L. Ohrstrom & Co., New 
York; C. Delano Ames, Maryland 
Trust Company, Baltimore; J. C. An- 
derson, Union Trust Company, Cleve- 
laud; Frank G. Burrows, Irving 
Trust Company, New York; Marjorie 
S. Davis, Plainfield Trust Company, 
Plainfield, N. J.; 

John Donovan, Central Hanover 
Bank & Trust Co., New York; J. G. 
Gardiner, H. M. Byllesby & Co., Chi- 
cago; Don W. Laing, First Wisconsin 


Trust Company, Milwaukee; E. P. 
Lamphier, Commercial Trust Com- 
pany, New Britain, Conn.; S. A. 


Linnekin, First National Bank, Jer. 
sey City; Daniel Lipsky, Manufac- 
turers Trust Company, New York, 
and Robert Sparks, Bowery Savings 
Bank, New York. 

The F. A. A. Trust Development 
committee also met at the Hotel Van- 
derbilt Monday and Tuesday, and dis- 
cussed plans for the development of 
bank and trust company business by 
advertising. Preliminary plans for 
the annual convention to be held in 
Louisville, September 17 to 20, were 
also discussed. 

To Meet in Louisville 

Reports of the chairmen of the 
various sectional committees of this 
division of the F. A. A. will be made 
to the board of directors at a meet- 
ing to be held in Louisville Friday 
and Saturday, March 7 and 8. 

Members attending the New York 
meeting included H. F. Pelham, Citi- 
zens & Southern National Bank, At- 
lanta, general chairman; W. Herrick 
Brown, Old Colony Trust Company, 
Boston; R. S. Racey, Equitable Trust 
Company, New York; Harvey Weeks, 
Central Hanover Bank & Trust Co., 
New York; Carl D. Montgomery, City 
Bank-Farmers Trust Company, New 
York; Samuel Witting, Continental 
Illinois Trust & Savings Bank, Chi- 
cago; John Reynolds, Union Trust 
Company, Detroit; 

Alfred Snyder, Detroit & Security 
Trust Co., Detroit; Leman H. Cam- 
brey, First National Bank & Trust 
Co., Flint, Mich.; Oliver J. Neibel, 
Commerce Trust Company, Kansas 
City; William Stark, Fifth-Third 
Union Trust Company, Cincinnati; 
Charlton Alexander, Mississippi Val- 
ley Merchants State Trust Company, 
St. Louis; W. C. Miller, Foreman- 
State Trust & Savings Bank, Chicago; 
H. E. Parks, Denver National Bank, 
Denver; A. Key Foster, Birmingham 
Trust & Savings Bank, Birmingham; 
W. H. Neal, Wachovia Bank & Trust 
Company, Winston-Salem, N. C., and 
Flavie C. Adams, Fidelity & Col- 
umbia Trust Company, Louisville. 

Planning for 1931 
The convention city committee of 


ADVERTISING AGE 


Radios for Prisoners 


Joliet, Ill, Feb. 20—A radio 
receiver will be installed in 
every cell in the State peni- 
tentiary here, Warden Henry 
C. Hill has announced. 

The system will have a cen- 
tral connection with a micro- 
phone in the warden’s office 
which will permit him to ad- 
dress all of the prisoners or 
those in any cell block. 


the association met Tuesday after- 
noon to consider the meeting place 
for 1931, and at the directors meeting 
in Louisville next month will recom- 
mend a city for the 1931 convention. 

A meeting of the program commit- 
tee was held Tuesday evening at 
which preliminary plans were made 
for the program to be carried out at 
the Louisville convention. 

Other officers and prominent mem- 
bers of the F. A. A. who were pres- 
ent at the committee meetings in- 
cluded A. E. Bryson, Halsey, Stuart 
& Co., Chicago, president of the asso- 
ciation; H. A. Lyons, Bankers Trust 
Company, New York, third vice presi- 
dent; W. E. Brockman, Northwest 
Bancorporation, Minneapolis, direc- 
tor; Robert J. Izant, Central United 
National Bank, Cleveland, director; 
Jacob Kushner, United States Trust 
Company, Paterson, N. J.; Preston E. 
Reed, Chicago, executive secretary; 
Clinton F. Berry, Union Trust Com- 
pany, Detroit, and Frank LeRoy 
Blanchard, Henry L. Doherty & Co., 
New York. 


Style Review Is 
Added Feature at 
Bridge Benefit 


In addition to numerous souvenirs 
of the occasion, the Women's Ad- 
vertising Club of Chicago will stage 
a style revue preceding its bridge 
benefit at the Illinois Women’s Ath- 
letic Club on February 26. Elise A. 
Runyan, Inc., is in charge of this 
part of the proceedings. 

Miss Lucille Fisk and Miss Helen 
Crawford, doing the heavy work on 
arrangements, hint that a few more 
donations of prizes will not be unac- 
ceptable. The next best thing is to 
take a seat at $1.25 or a table at $5. 
Proceeds go to the Off-the-Street Club. 


Coal, Furnace Men 


May Combine Efforts 


Committees representing the Na- 
tional Warm Air Heating Association 
and the Trade Relations Section of 
the Market Research Institute of the 
National Coal Association have in- 
vited the National Retail Coal Mer- 
chants’ Association and the American 
Wholesale Coal Association to meet 
with them for the purpose of evolving 
methods for local co-operation be- 
tween coal dealers and furnace men. 


$5,000 for Best 
Kayser Copy 


Julius Kayser & Co., New York, 
manufacturer of Kayser Hosiery, has 
announced a _ copy-writing contest 
open to all advertising managers and 
copy writers connected with their 
dealers. Cash prizes totaling $5,000 
will be distributed to the authors of 
the best March newspaper advertise- 
ments featuring Kayser Hosiery. 


Victor Going After 
Educational Field 


The RCA-Victor Company is mak- 
ing a special drive on the institu- 
tional market, with special reference 
to schools. Dealers are being coached 
in methods of approaching and clos- 
ing such sales. 


Educator in Advertising 

J. Paul Burlingame, formerly direc- 
tor of personnel at the Case School 
of Applied Science, has joined Hum- 
phrey-Meredith, Inc., Cleveland 
agency, where he will specialize in 
servicing industrial accounts. 


Issues Leather Portfolio 

W. E. Wroe & Co., well known Chi- 
cago paper house, are issuing leather 
roll kits containing pockets for sam- 
ples of their line of bond papers. 
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Consumption of 
Candy Registers 
Slight Increase 


Washington, Feb. 20.—In spite of 
attacks on the candy industry, it has 
pursued the even tenor of its way 
without much change in consumption 
figures, according to R. L. Purdon, 
chief, Confectionery Section, Food- 
stuffs Division, Department of Com- 
merce. Candy consumption has in- 
creased 4.07 per cent in four years, 
while population gained 4.02 per cent 
in the same period. 

“Per capita consumption in 1928 
was 11 pounds,” said Mr. Purdon. 
“The experience of 150 large manu- 
facturers was that indiscriminate 
multiplication of retail accounts did 
not produce a corresponding increase 
in sales. 

“The confectionery industry was 
the first in the United States to en- 
list the aid of the Department of 
Commerce in analyses of distribu- 
tion trends on a national scale. 

“Background surveys have shown 
the industry there is something 
wrong with the methods of distribu- 
tion now in vogue, costs of which are 
excessive. To this end, a few typical 
plants have been selected, in which 
accounting specialists - will break 
down comparable unit costs of dis- 
tribution and evolve some sound gen- 
eral principles. ° 

Packages Less Popular 

“During the period 1925-28 the data 
reveal a trend away from the produc- 
tion of package goods, especially 
fancy packages, and toward the man- 
ufacture of lower price units.” 

Mr. Purdon said that 27.8 per cent 
of the total number of candy manu- 
facturers reporting did 75.6 per cent 
of the total business in 1925, and con- 
tinued to improve their position, 
until in 1928 26 per cent did 77.5 per 
cent of the business. 

The outstanding feature in 1928, he 
said, was the increase in sales by 
manufacturers selling direct to chain 
stores. They in turn were outwitted 
by the manufacturing retailer, pro- 
ducing eandy and selling to the con- 
sumer through his own retail outlets. 

The widespread flow of confection- 
ery from the point of manufacture 
continues. Sales by manufacturers 
in their own states decreased 2 per 
cent in 1928, the business lost being 
absorbed by manufacturers located 
in some other state. 


New Phonograph 


Sales Manager 
J.S. Dagney has become sales man- 
ager for the Decca Disc Phonograph 
Company, Waynesboro, Pa., produ- 
cers of automatic phonographs. The 
company is planning expansion in 
connection with the sale of record- 
repeating mechanisms. 


Advertising Women 


Hear Mrs. Reinecke 
The Women’s Advertising Club of 
Chicago at its luncheon meeting 
February 20 was addressed by Mrs. 
Mabel Reinecke, former Collector of 
Internal Revenue for the District, on 
the subject “A Woman’s Work—Even 
in Elections.” 


Add to Display Service 

The Wayne Window Display Serv- 
ice of Cleveland now has 635 win- 
dows available for the use of drug 
manufacturers, as the result of re- 
cent purchases, R. V. Wayne, presi- 
dent, announced. 


Combine Buicks, Radios 


and Refrigerators 

The Crosley Radio Corporation, 

Cincinnati, has appointed the Ne- 

braska Buick Company, Des Moines, 

local distributor for its Icyball ab- 
sorption-type refrigerator. 


Launch Publishers’ Service 
The Advertising Checking Bureau, 
Inc., Chicago, has been organized to 
conduct a general service for pub- 
lishers and newspapers. Walter B. 
Katzenberger and Helen Rigby Kat- 
zenberger are the founders. 


“True Story” Sets Record 

The February sales of True Story 
totaled 2,250,000 copies, all but 65,000 
being sold at news stands, the pub- 
lishers announce. 


Brunswick Drops 
Branches 


Effective March 1, the Bruns- 
wick-Balke-Collender Company, 
of Chicago, will discontinue its 
branch houses, Arthur A. Tros- 
tler, sales manager, announced. 
The company’s radios and 
phonographs will be distrib- 
uted through jobbers. 


Coming 
Conventions 


Feb. 24-25. Advertising depart- 
ments of New York State Publishers’ 
Association at Syracuse. 

Feb. 28-March 1. Fifth District Ad- 
vertising Federation of America, at 
Battle Creek. 

Feb. 28. Canadian Advertising 
Agents’ Assn. at Toronto. 

March 18. Annual meeting of Ex- 
port Managers’ Club, New York. 

March 27. Outdoor Advertising 
Assn. of Connecticut at Hotel Heub- 
lein, Hartford. 

April 10-11. United Typothetae of 
America at Cincinnati. 

April 23-25. American Newspaper 
Publishers’ Assn. at Hotel Pennsyl- 
vania, New York. 

May 4-6. Association of National 
Advertisers at French Lick, Ind. 

May 5-7. Associated Business Pa- 
pers, Inc., at White Sulphur Springs, 
W. Va. 


May 9-10. Advertising Affiliation at 
Buffalo. 
May 14-15. American Association 


of Advertising Agencies, 
Hotel, Washington, D. C. 

May 16. Outdoor Advertising Assn. 
of Kentucky at Louisville. 

May 18-21. Advertising Federation 
of America at Washington, D. C. 

May 18-21. Agricultural Publish- 
ers’ Association at Washington. 

May 18-21. Public Utilities Adver- 
tising Assn. at Washington. 

May 18-21. Newspaper Advertising 
Executives Assn. at Washington. 

May 21-22. Outdoor Advertising 
Assn. of Michigan at Durant Hotel, 
Flint. 

May 21-22. National Foreign 
Trade Convention at Los Angeles. 

June 8-10. Fourth District, Adver- 
tising Federation of America at 
Miami, Fla. 


Mayflower 


June 16-21. Lithographers Na- 
tional Assn. on St. Lawrence River 
steamer. 

June 16-24. National Editorial 
Assn. at Milwaukee. 

June 21-25. Advertising Associa- 
tion, Inc. (Great Britain) at Hast- 
ings, England. 

June 22-24. Twelfth District, Ad- 


vertising Federation of America, 
Hotel Davenport, Spokane. 

June 30-July 1. Southern Newspa- 
per Publishers Assn. at Asheville, 


N. Car. 


Spencer Joins Agency 

Allen B. Spencer has left the ad- 
vertising department of the Public 
Service Company of Colorado to serve 
on the Denver staff of the McCann 
Advertising Company. 


New Agency in lowa 
The Sioux City Advertising Agency, 
Sioux City, Iowa, has been organized 
by Frances E. Thomson and Paul C. 
Rattenne, the latter being in charge 
of sales and promotion. 


Sellman Starts Agency 

William M. Sellman has opened his 
own agency in Colorado Springs. 
Mrs. Sellman succeeds her husband 
as advertising manager of the Kauf- 
man Department Store. 


Adopts Name of Product 

The Edwards Manufacturing Com- 
pany, Spokane, manufacturer of Miss 
Spokane wash frocks, has changed 
its name to Miss Spokane, Inc. B. J. 
Herbert is president. 


Heads Radio Sales 
O. P. Smith has been appointed 
general sales manager by The Web- 
ster Company, Chicago, manufac- 
turers of radio parts and accessories. 


Toledo Club Hears 
Expert Speak on 
Use of Color 


Toledo, Feb. 20—Asserting that 
“color is more necessary to our hap- 
piness than music,” Arthur S. Allen 
addressed the Toledo Advertising 
Club on the proper handling of color, 

He analyzed the essential factors of 
color, “hues” being the colors them. 
selves, ‘color value” the amount of 
light reflected by color, and “chroma” 
the intensity of color. 

Any well balanced group of colors, 
when mixed on the color wheel will 
merge into gray. Red and yellow are 
the most powerful colors, and blue 
the least powerful. For this reason 
it requires less red or yellow to be 
effective. This, said Mr. Allen, aec- 
counts for the fact that too much red 
is often used, though this tends to 
cheapen the appearance of a product. 

By the use of an instrument which 
records the size of color areas as they 
are traced, the exact amount of each 
may be determined. When an adjust- 
able dise is used, divided in the exact 
color proportion, and then whirled 
around, any lack of balance is quickly 
apparent. 

One interesting test demonstrated 
the ability of the human eye to bal- 
ance colors, by setting up a reaction 
against colors that are too strong. 
Among rules Mr. Allen suggested as 
first principles of color harmony 
were: 

Never use black with dark blue. 

Avoid wide borders. Narrow bor. 
ders are always preferable. 

In designing a package consider 
first that it must be easy to read. 

Have the package design suggest 
what is inside. 

Many “before and after” examples 
were displayed to show how color has 
improved sales. A famous. soap 
doubled in demand when placed in a 
more attractive package. A hosiery 
carton which a printer could not pro- 
duce except at a loss on account of 
the difficulty of handling the com- 
bination of inks, became a thing of 
beauty and widely in demand. A box 
for the display of safety pins secured 
the first order of $300,000 from a 
leading syndicate, which now sells 
$800,000 worth annually. 

Mr. Allen quoted one business man 
as saying of a certain package, “I'd 
buy that just for the sake of look- 
ing at it.” 

Interest in the use of color was 
indicated by the attendance of a 
large mumber of guests, including 
Irwin Thal, Ozburn Outdoor Adver- 
tising, Inc.; Frank D. Hunt, Airway 
Electric Corporation; Nagle Murphy, 
B. G. Collin, Inec.; John Behr, Med- 
bury-Ward Company; Clarence B. 
Stone, Toledo Sign Company; George 
Jensen, Art Studios, and C. A. Rudd, 
Toledo Times. 


Free Goods for Druggists 

To win co-operation at the start of 
a national sales campaign, Hinze Am- 
brosia, Inc., New York, is giving 
dealers six bottles of its Ambrosia, a 
liquid skin cleanser, packed in & 
counter display carton and selling at 
$7.50 at retail. 


Starts Own Agency 
Albert H. Longbotham, who has 
been connected with the Buffalo Ea 
press, Advertising Industries, Inc, 
and the Landsheft Advertising 
Agency, has founded the National Ad 
vertising Syndicate, Buffalo. 


New Western Repre- 


sentative 
The American Perfumer, New York, 
has appointed Joseph Esler as West 
ern representative. He will have 
offices in Chicago. 


Get Two New Accounts 

Proctor & Collier, Cincinnati, have 
secured the accounts of the General 
Iron Works, gas fire heating units, 
and the Frank F. Taylor Company, 
baby walkers. 


Joplin Makes Change 
W. A. Joplin, formerly with the 
Hamman-Lesan Company, Oakland, 
has become an account executive iD 
the San Francisco office of the Calf 
fornia Advertising Agency. 
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Adapto Cutting 
Wide Swathe 
in Shoe Field 


New York, Feb. 21.—Although 
Adapto is a new shoe for women, the 
company’s trade and consumer adver- 
tising has already put Adapto on the 
shoe map. 

“Hard-boiled buyers who have seen 
the shoes and the promotion plans be- 
hind them, are flatteringly interest- 
ed,” said the company, of which 
George W. Baker, Jr., is vice-presi- 
dent and general manager. 

“Enough of them have signed up 
to insure a very good year for us. 
And our plans insure a very good 
year for them.” 

Here is the Adapto offering to deal- 
ers: 

1. Exclusive territory. 

2. National advertising planned to 
get inquiries, which will be turned 
over to dealer in originating terri- 
tory. 

8. 50-50 split of local newspaper 
advertising cost. 

4. Mats of suggested art and copy 
furnished free, for local newspaper 
advertising. 

5. Store display material furnished 
free, for tie-up with national adver- 
tising. 

6. Merchandising assistance. 


Plough Spending Million 
Plough, Inc., New York, cosmetic 
manufacturers, will spend more than 
$1,000,000 in a national campaign, 
using magazines, newspapers and 
farm papers. The company has 
changed the name of its line from 
Plough’s Black and White Beauty 
Creations to Plough’s Beauty Crea- 
tions. 


Western Company Making 
List 


The Western Company, Chicago, 


“manufacturers of Dr. West’s tooth 


paste, brushes, hair nets, powder 
puffs, ete., will make up its list dur- 
ing March. The advertising will be 
placed by Mitchell-Faust-Dickson and 
Wieland, Chicago. 


Heads Bank Advertising 


The First National Company, in- 
vestment division of the First Na- 
tional Bank of St. Louis, has appoint- 
ed William M. Sherrill in charge of 
advertising. Mr. Sherrill has been 
manager of the mail sales department 
of Caldwell & Co., St. Louis bond 
house, for five years. 


Tobacco Man in 


Lithographing Field 

The Consolidated Lithographing 

Corporation, New York, has an- 

nounced the appointment of Frank 

H. Backs as vice-president. He spent 

34 years with the American Tobacco 
Company. 


Leather Exports Drop 

Leather exports amounted to $42,- 
937,622 in 1929, the smallest amount 
since 1923. Imports during the year 
were valued at $44,585,174, which 
made an unfavorable trade balance 
for the first time in the history of 
the industry. 


Miss Cooley in New York 

Miss Ruth A. Cooley, who has been 
with the Association of National Ad- 
vertisers, New York, for several 
years, has joined Barrington Asso- 
ciates, Inc., research engineers of 
that city. She will have charge of 
their reference library. 


Coal Producers 


in Outdoor Campaign 

The Utah Coal Producers Associa- 

tion has launched an outdoor adver- 

tising campaign. The slogan, “Safe 

with Coal,” is being featured on the 
outdoor showings. 


Goes to Trav-Ler 

J. E. Willis, formerly assistant 
Sales manager of the A. C. Dayton 
Company, Dayton, has been appointed 
assistant sales manager of the Trav- 
Ler Manufacturing Corporation, St. 
saute, manufacturer of portable radio 
sets, 


Leaves Crosley Radio 
Raymond H. Woodford, who was 
Tecently made sales manager of the 
Crosley Radio Corporation, Cincin- 
hati, has resigned because of illness. 


o' the Pudding 


The Cities Service Company has 
not noted any shortage of volume or 
net profits. Its January net, after 
interest, taxes, etc., amounted to 
$4,041,598, available for common divi- 
dends and reserves, as compared to 
$2,264,484 a year ago. 

* * * 

Directors of the National Lead 
Company gave their estimate of the 
business situation by declaring an 
extra dividend of $3 a share on com- 
mon stock. The company’s 1929 net 
income was $10,560,598, against $6,- 
180,361 in 1928. 

* * + 

The Colgate-Palmolive-Peet Com- 
pany eked out a net income of 
$8,910,631 in 1929, after all charges, 
including depreciation and _ taxes. 
This compares with $6,127,173 for 
1928. The directors have voted to 
list both the common and preferred 
stocks on the New York exchange. 

* * * 

The fact that Ludlow Typograph 
Company does business with printers 
rather than the public didn’t prevent 
it from declaring an extra dividend 
of 25 cents, payable April 1, to hold- 
ers of the no-par common stock. 

* * + 

The financing facilities heretofore 
carried by the Grigsby-Grunow Com- 
pany will in the future be handled by 
the Commercial Investment Trust 
Company, the makers of Majestic 
radio announced. Approximately $5,- 
000,000 worth of paper will change 
hands. 

* * * 

Giving contracts to major execu- 
tives is the plan reported to have 
been adopted by the American Bosch 
Magneto Corporation. The agree- 
ments run from one to four years. 

* ” * 

Net earnings of the Phoenix Ho- 
siery Company declined from $371,175 
to $321,935. The company’s balance 
sheet, however, shows current assets 
of $7,145,455, a ratio of 7.3 to 1 of 
liabilities. 

* * 7 

Breaks in the lead and zinc mar- 
ket in the last quarter of 1929 cost 
the Eagle-Pilcher Lead Company over 
$500,000, President A. E. Bendelar 
reported. Net for the year showed a 
gain over 1928, however. ~ 

* * a. 

Marshall Field & Co., Chicago, in- 
dicated the value of good will in an 
interesting way when their stock 
offering was over-subscribed five to 
one. 


A. & P. on Coast 


Leaving the Rocky Mountain States 
for future development, the Great 
Atlantic & Pacific Tea Co. will open 
its first stores on the Pacific Coast 
in Los Angeles about March 15. 


Shoe Manufacturer on Air 
The Hamilton-Brown Shoe Co., St. 
Louis and Boston, has inaugurated a 
weekly program over the National 
Broadcasting Company’s hook-up. 


Joins Utica Agency 
Martin Prehn, who has been with 
several New York and Philadelphia 
agencies, has joined Moser and Co- 
tins, Utica. 


Glass Schedule in Making 

Lists for the advertising of the 
Pittsburgh Plate Glass Company will 
be prepared in March by the Burns- 
Hall Advertising Agency, Milwaukee. 


New York Agencies Merge 
Effective March 1, Edward T. T. 
Williams & Associates, Inc., and 


| Redfield-Coupe, Inc., will be merged 


under the name of the latter at 247 
Park avenue, New York. 


Will Advertise Salt 
A. J. Denne & Co., Ltd., Toronto, 
have been appointed by the Dominion 
Salt Company, Sarnia, Ontario, and 
will soon begin a campaign featuring 
that company’s Purity and Sifto Salt. 


Directs Toy Sales 


A. Raphael has been appointed gen- 
eral sales manager of the Lionel Cor- 
poration, New York, with which he 
has been connected for ten years. 


Regulated by 
Federal Body 


Washington, Feb. 21—Rules of 
business practice pertaining to sell- 
ing directly to the consumer have 
been issued by the Federal Trade 
Commission following a trade prac- 
tice conference by direct selling com- 
panies under auspices of the commis- 
sion in Dayton last October. 

Twenty-nine rules appear in the 
list, eleven having been designated 
Group I as applying to unfair meth- 
ods of competition, and eighteen ac- 
cepted in Group II as expressions of 
the trade. 

Nineteen rules cover advertising 
practices of direct selling companies. 
One purpose of the conference was to 
correct misrepresentations by com- 
panies in seeking agents through ad- 
vertisements. 

Rules adopted relate to such prac- 
tices as advertising that a company 
is an owner of a mill making an ar- 
ticle of commerce when such is not 
the fact, and inserting advertisements 
offering employment to sales persons 
but misrepresenting salary or com- 
mission to be given. 
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in its current issue. 


They can be sold. 


Here’s Shoe Dealer’s Angle 
. on So-Called Human Race 


Boston, Feb. 21—After trying to get No. 9 feet into No. 8 shoes 
for many years, W. S. Arant, shoe retailer, has boiled his opinion 
of human beings down into figures, Boot and Shoe Recorder reports 


Four out of every 100 customers know it all, according to the 
dealer’s statistics; 23 reason things out, 72 are emotional and talka- 
tive and the remaining one is selfish, wanting much for little. 

The first group constitutes a hard test of the salesman’s skill. 


The reasoning type is easy. The emotional class buys liberally, 
once sold, and needs a word of restraint. 
Only the super-salesman can win the 99 to 1 shot. 


properly or fairly qualified or when 
the article is in fact not free” is de- 
clared to be an unfair method of 
competition. 

Other rules relate to refunds on 
samples returned; responsibility of 
advertisers to consumers for repre- 
sentations made by sales persons, and 
for money advanced to sales persons. 


Newspaper Veteran Quits 

H. M. Youmans, 79, one of the old- 
est newspaper publishers in the coun- 
try in the point of service, has an- 
nounced his retirement as president 
of the Waukesha Daily Freeman, 


Use of the word “free” where “not 


Waukesha, Wis. H. A. Youmans suc- 
ceeds him. 


Receiver’s Sale for 
“People’s Home Journal” 


The good will and subscription list 
of the People’s Home Journal will be 
sold by the receiver at 80 Lafayette 
street, New York, February 24. 


New Agency in Toledo 
The American Advertising Agency, 
with quarters at 4010 Lewis Avenue, 
has entered the Toledo field. 


Opens Boston Branch 

The Pawley Company, Inc., Albany 
agency, has opened branch offices at 
150 Federal Street, Boston, in charge 
of George A. Pawley, vice-president. 


DUANE W. GAYLORD, Pus.isner 
ESTES P TAYLOR, Eo'ror 

FLOR E BAILEY, Crac.MGe. 
ERNEST G.ALORICH, Aov Moa. 


Mr. E. D. Copeland, 


Boston, Mass. 


Dear Mr. Copeland:- 


the country. 


farmer. 


“THE FARM PAPER WITH A MISSION” 


».. © AMERICAN FARMING PUBLISHING COMPANY 


537 SOUTH DEARBORN STREET 
CHICAGO 


February 19, 1930. 


Advertising Manager, 
Gillette Safety Razor Company, 


We should like to extend our congratulations upon your 1930 advertising 
campaign, details of which have been reported in ADVERTISING AGE. 


You are making plans to cultivate the farm field, and have included in 
your schedule eight of the leading national and sectional farm papers of 


You have evidently realized, Mr. Copeland, that the 1950 farmer is nota ~- 
moss-back, that he appreciates modern conveniences and that his mode of F 
living is not a lot different from that of us city-folks. 


He has more social activity than he used to enjoy. 
oh the farm, but power for transportation, and drives to town several 
times a week to see the movies, buy clothing, food products and farm 
supplies, and to keep in touch with his neighbors. 


The modern farmer is certainly a good target for Gillette advertising, and 
we are delighted to see that your farm-paper campaign is of such proportions, 


Readers of American Farming are typical prosperous American farmers -- 
more than a million of them, and hence our publication offers a lot of 
special value to the Gillette Safety Razor Company and other advertisers 
who are finding new and broader markets in the requirements of this modern 


, “2 5. G. aldrioh, 


Advertising Manager. 


NEW YORK OFFICE 
10 EAST 43n0. STREET 


JOHN B.NORMAN 
EASTERN ADV. MANAGER 


He not only uses power 
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“Advertising Age is Easy to Read 
~  —Worth Reading” 


The publisher of a new paper is always 
interested in the comments of those who 
are reading it. That is why the following 
letter from a leading advertising agency 
executive, enclosing his subscription, re- 
ceived a warm welcome: 


“I wish to congratulate you in the highest 
terms possible, because it seems to me 
that you are producing just the kind of news- 
paper that is needed at the present time. 


“It is a difficult task for anyone to read all 
of the advertising publications, even 
though they contain information that is 
et 2 wd helpful. 


“ADVERTISING AGE Is easy to read, and that 
is the most severe test of any publication. 
At the same time you have been success- 


ful in producing a publication that is very 
interesting as well.’ 


“Easy to read and worth reading!” That’s 
the sort of description of ADverTisiING AGE ~ 
_ we should like to make current. Incident- 

ally, we are working hard to live up to it 

in WF issue, wry week. 


Advertising Age 
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